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FOREWORD © 


The Western Extension Marketing Conference was recommended by 
the Extension Marketing Committee and approved by the Extension 
Committee on Organization and Policy. The Wester Directors, in 
cooperation with the Federal Fxtension office, authorized the 
conference at their meeting in the spring of 1951 and appointed 
R. F. Tootell, Director, ‘‘ontana State Extension Service to 
serve as director-advisor. Because of existing conflicts, the 
conference was postponed until September 29 to October 3, 1952, 
and the place of’ conference get at Logan, “tah. hae 


The program was prepared cooperatively by the Division of Agri - 
cultural Economics of the Federal Extension Service and the 
participating states. in planning the program, major exphasis 
was placed upon evaluation of all types of Extension activity 
in marketing in this and other regions. This plan was designed 
to provide a basis for considering the problems and needs for 
further developing Fxtension marketing programs in the Western 
States. 


ORJECTIVES OF TEE CONFERENCE 


An Extension Marketing Conference on Ways to Improve and Expand 
our work. 


1. To consider the potentials of Extension's 
marketing job with producers, handlers, and 
consumers. 


2. To exchange ideas and experiences on what we 
are doing and how. 


_3- To consider methods and techniques of planning, 
conducting, and evaluating our work. 


4. To consider educational materials and teaching 
aids. 


Directors' Committee on ‘arketing 
- O. Youngstrom 


Cee 
G. A. Carpenter 
R. B. Tootell, Chairman 
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OPPORTUNITIES AND RESPONSIPILITIES 
OF EXTENSION FOR MARKETING EDUCATION 


hg Varney 
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University of West Virginia, and Member of Extension RMA Advisory 
“Dom litetey ; 


"The future of eth is in the hands of two men -- the gu eatt eu) and’ ‘the 
the interpreter." That statement was made by Dr. Glen Frank when he was presi- 
dent of the University of Wisconsin a number of years. ago, I believe it was. 
true then and that it is true today, The Extension Service was set up to be 
the interpreter for agriculture. I think it would help ues in solving many of 
our problems if we would keep that in the back of our minds as we go about 
this job of developing a better marketing system. I would like to make one 
additional quotation from Dr, Frank, that elaborates a bit on the previous 
statement. 


"Science owes its effective ministry as much to the interpretive as to the 
creative mind; rarely do the genius for exploration and the genius for exposi- 
tion meet in the same mind. che investigator advances knowledge; the > 
preeepreean advances progress.” That is why, if we are to make progress in 
he field of marketing, we must look carefully to our own techniques as 
interpreters as well as to the research men es investigators that can give us 
the necessary knowledge. 


My topic is divided into two main parts, as you can see from the title, and 

I would like to approach it from that standpoint, First, as to whether there 
is an opportunity and a need for a real job in marketing education; and ~ 
secondly, what our responsibilities may be as an Extension Service and as 
individuals if this job is to be carried out adequately. 


Suppose we consider first some of the factors that may help indicate the 

scope of the job to be done; the need for such a job; and the repidly changing 
nature of it, In the early days of this coumtry, the production of agri- 
cultural products was the principal industry. Four out of every five people 
were engaged in-farming, lost production took place either on the farm where 
it was consumed or relatively close to the consumer. There were, in a very 
real gense, few problems that could be classed as. marketing, As time passed 
and we began to inprove ovr techniques and expand our knowledge of production, 
the average worker was able to produce more per hour and per acre until, to- 
day, there is less than one person out of every five engaged in farming. The 
others have been released to do other things. Most of them are engaged in 
industrial or service occupations, and all of them are customers fer agri- 
cultural products, Agriculture has changed from pretty largely a self~ 
sufficient business to a rather highly commercial onterprise, with most ef 
the things produced for sale in the market and most of the goods and services 
that-are used on the farm purchased in the market. Thia has miltiplied the 
number of handlers, processors, and retailers that are required in our 
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economic life even with the same total population, But our total population 
has not remained constant, It has increased steadily and rapidly, thus 
multiplying further the number of consumers.’ 


Due to the work of many investigators over the years, we have revolutionized 
our transportation industry, enabling us to transport perishable foods over 
comparatively long distances. This has, on the averages increased con- 
siderably the time that elapses between when the product is ready on the 

farm and when it is finally consumed.” ‘Ve have revolutionized our methods of 
storage, packaging and handling. For instance, the development-of the quick- 
freezing process resulted in a hole new list of problems ranging all the 

way from developing harvesting and handling methods that are better adapted 
to freezing to a new group of problems for the retailer in marketing frozen 
foods; and some problems for the housewife in purchasing and handling this 
new type of product. The demand of the average consumer for packaged goods | 
in relatively small quantities, as contrasted to the earlier days when many |. 
were sold in bulk in large quantities, has created additional marketing 
problems all down the line. 


As new processes are developed and new developments occur in transportation 
and handling, we very often find that certain parts of the marketing 
machinery develop faster’than others, and you have bottienecks created. bd 
Possibly a good example of ithis is the terminal market situation in many of 
our lercer cities today. I venture to say there would be little disagree- 
ment with the statement that our terminal markets, for the most part, have | 
by no means kept pace with other developments in marketing, and are obsolete. 


Another factor that has multiplied our problems is the tremendous increase 
in the number of people that live in cities. and towns; have no production 
of their own; and little uderstanding of the problems that are involved, 
both in production and in getting the product to them in the form that’ 

they would like to have it. Particularly is there a lack of understanding 
on the part of many consumers of the costs that are required if certain ser- 
vices they want and, in many cases, seem to take for granted, are to be 
performed. Along with this increase in urban population has gone, I 
believe, an increasing: lack of understanding or lack of knowledge of the 
problems facing producers and handlers of agricultural products, because 
more and more people have no farm background and little or no understanding 
of the processes through which the product must go before reaching their 
table. This was: not so true in the early days when most people either still 
lived on farms or were born and raised on farms. Further than that, 
technological improvements have been taking place so rapidly in recent 

years that a person of middle age or older, even if he was raised on a 
farm, will have very little understanding of the problems facing the farmer 
and the handler today, because they are entirely different than those that 
faced the farmer and the handler when this person was a youngster. 


For the reasons that I mentioned previously and others which I will not take 
time to go into, our marketing problems have multiplied and, in the case of 
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individual commodities, they have increased in physical or geographic scope 
as well. For example, in most cases today, it is not possible, as it was 
in many instances in the earlier days, to study the marketing of a given 
product from the farm to the market within the confines of a single state. 
A much larger percentage of our products move in interstate commerce. This 
complicates not only the problem of the investigator but the problem of the 
interpreter as well, and requires much closer cooperation between workers 
of various states and between state workers and regional or Federal people. 


IT could give a few examples of some of the things that have happened recently; 
for instance, in the Cumberland-Shenandoah fruit area of which West Virginia 
is a part, the marketing of the fruit there, particularly apples, has been 
changing quite rapidly in recent years; whereas most of the fruit used to go 
as fresh fruit to markets not too far away, (such as Washington, Raltimore, 
Philadelphia, etc.), there seems to be an increasing tendency in the last 
few years for early apples like Yellow Transparent to go to Canada; for 
certain growers in the area to produce early ifcIntosh at high altitudes and 
get them into Philadelphia, and even more northerly markets ahead of the 
VeIntosh from the New York-ilew England areas; for more and more of our fruit 
to go south; and for a considerable portion to move directly to the canners. 
We know relatively little of the problems involved in these recent shifts, 
and, if Extension is to do a job of interpreting to the trade and to the 
consumer in these markets, it is going to have to cross state lines or 
cooperate very closely with workers in other states. 


Another example might be dairy, where changing consumer habits are ohanging 
marketing problems and patterns. Formerly, milk for manufacture into butter 
was the backbone of the dairy industry. That picture is changing very 
rapidly, and I venture to say that before long, milk for manufacture into 
butter will be relatively a minor factor in the situation. “ore and more 

is cleomargarine entering into the picture and changing not only our outlets 
but. our marketing problems. I will not be surprised if something similar 
does not happen in the case of milk for icecream, with an increasing propor~ 
tion of the market being taken by products made partly or wholly from vegeta- 
ble fats. 


Still another problem in the milk marketing picture is the constantly 
changing population distribution in this country as new centers of industry 
develop. In the last ten years, there has been an increasing tendency to 
industrialize certain parts of the south end for the population to increase 
very rapidly in the southwest end the Pacific Coast area. This results in 
increased demand for fluid milk and milk products and a change in the 
marketing picture that must be followed closely by Fxtension workers if they 
are to really do the job they are set up to do. 


A third example I might mention is the situation with respect to poultry . 
and eggs. Here in the West, and particularly in the Northwest, you have had 
almost a complete change in the picture since I first started in marketing 
work, At that time, local markets for eggs in the “estern stetes, 
particularly on the Pacific Coast, were relatively small in relation to 
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production, and many ‘iestern eggs came to the Eastern markets. With the 
rapid increase in population, this situation has been reversed until now I 
do not know whether you prodiice enough eggs in this area to supply your. 

local markets, and would not be surprised if you are importing some from . 


the middle west. i 


It is true that we always have production problems, but I think, in the last 
thirty years, problems of marketing have increased much more rapidly, both 
in number and scopé, than have the problems of production. Furthermore, 
during this period of time, we have had much less financial support and 
fewer trained personnel working in this field than we have in the production 
field. I think it is undoubtedly true that marketing has not made the pro- 
gress that production has, either as far as the investigator or the inter~ 
preter is concerned. It seems to me that Fxtension has a great opnortunity 
-- in fact, a flock of opportunities; ‘but that does not mean that they have 
a vested interest in this job or marketing education, because if Extension 
does not do the job, someone else undoubtedly will. 


That brings us to the second point; namely, “Responsibilities.” It seems 

to me that first our administrators in the Fxtension Service (both state 

and national); in the Land-Grant Colleges; aud in the Department of Agri- 
culture have the responsibility of setting up programs and obtaining 
financial support that will make it possible to get a more adequate supply 
of well-trained intervreters--young men and women who have a natural aptitude 
for this type of works; who have the basic training that is required; and who 
have an understanding of the trade and the particular group of people with | 
whom they will work in this profession. ‘hile it is necessary to have. tech- 
nical knowledge, that by itself is not enough. The individual must be well 
acquainted with the people with whom he works, whether they be producers, 
handlers, processors, wholesale market men, retailers, consumers, or what 
have yous; He must be able to speak their language, and must be accepted by 
them as one of them. This means that the same person can very rarely be 
qualified to work with all groups in the marketing process. I think we will 
have to have, as we had to have in the early days of Extension work, people 
who are trained to work with particular segments of our population. We 
found that it was necessary for us to have county agricultural agents who 
knew farm problems; who could talk the farmers' language. | By the seme 

token, we are going to have to have people who, for example, know the milk > 
business; know the milk handling and processing business; are acquainted .. 
with the people in the industry, can talk their language and understand 
their problems. The same thing was true with home demonstration agents, as 
far as farm women were concerned, and will be true, I think, with our. workers 
in the cities, who work with the consumers and with the urban women, It may 
well be true for those who would work with groups such as millers or terminal 
market men or transportation people. 


At this point, we may get into the old argument as to whether we should do 
marketing work on a commodity basis following a given commodity from farm 

to consumer or on a functional basis dealing with problems of certain 

segments of the marketing process such as processors or retailers. Personally, 
I think both approaches will be needed. ‘Some problems will lend themselves 
better to one and some to the other. 
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It is the responsibility of Extension, I believe, to work not only with 
producers, but with handlers of all kinds (including retailers) and with 
consumers. As indicated in the original Smith-Lever Act, the Extension 
Service was set up for the purpose of "diffusing among the people of the 
United States useful and practical information on subjects relating to agri~ 
culture and home economics and to encourage the application of the same." 

It did not limit our responsibility to producers or farmers or any particular 
group of the population. 


It is the responsibility of the Extension Service, and us as individual 
Extension workers, to be more willing to cooperate with workers in other 
stetes and other areasy if the job is to be done on a coordinated basis. It 
is the responsibility of the Extension Service and Extension workers to get 
better acquainted with our research people; to work more closely with them; 
particularly in determining what problems are most urgent at the moment; in 
helping them to break down these problems into workable segments; and, in 
some cases, helping with field work or, at least helping with making the con- 
tacts with the trade that are necessary if the research worker is to get the 
information he must have for valid results. Above all, it is our responsi- 
bility as Extension workers to interpret the results of these investigators 
in language that is easily understood by the people who are going to have to 
put them into effect. To do this, we need to understand, adapt, and use all 
of the most recent methods of communication, including television, movies, 
and radio. 


Director Bevan sent a letter to each of the ‘Experiment Station directors 
earlier this summer, asking them what, in their opinion, some of the principal 
problems were at the present time with respect to marketing, and how they 

felt the work could best be moved along. I have not seen all of the replies 
nor have I seen a summary of thems but I have read several, and was interested 
to see that they almost unanimously agreed that the great need was for more 
and better trained personnel, Fy “better trained" they meant not only 
technical training, but people with adequate background and adequate knowledge 
of the segments of the industry with which they were to work. They felt that 
while progress in this field had possibly not been as rapid as we would like, 
it had been considerable, particularly in view of the relative newness of the 
field in general and some segments of it in particular; in view of our rapidly 
changing marketing methods and demands for agricultural products; and in view 
of the fact that in marketing it is not possible to get the various factors 

in a test tube and under controlled conditions so that your reactions will be 
the same each time. Those factors complicate the problem not only for the 
investigator but for the interpreter as well. They were, however, almost 
unanimous in stating that they believed if we would compare the situation 
today with.ten or twenty years ago, we would be surprised at the progress that 
has been made; and that if we continued to work even harder and cooperate 

with each other, the investigators and interpreters could bring about still 
greater progress in the years to come. We will never have all of the problems 
of marketing solved any more than we will have all of the problems of produc- 
tion solved; but we certainly have a great opportunity, and we also have 

great responsibilities. | 
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To paraphrase Dr. Frank's statement ~~’ The future of marketing and of all = 
agriculture is in the hands of two men‘-- the investigator and the inter- — 
preter.- We in Extension are the interpreter. That, it seems to me, indi- . 


cates the scope of our opportunity and the weight of our responsibility. 
NEW DEVELOPMENTS IN MARKETING PROGRAMS 
c H. M. Dixon 
-. Chief, Division of Agricultural Ec onomics 


It, is good to be back in the West with you and I 41 sure we are all going to 
profit by this week's analysis of our programs and in the exchange of ideas 
and information. : 


We especially are glad of this opportunity to work together and realize its 
value and benefits to us. During the week we also vant your full and frank 
suggestions as to how we can adjust and improve our program to be of greatest 
help to you. 


This morning I would like to discuss two things: (1) The progress we are 
making in our extension marketing work; and (2) some needs in developing our 
extension marketing programs in the future. I shall attempt to cover only 4 
few of the high points ag I see them. During the we k we shall have an 
opportunity to discuss more in detail the problems ari needs and methods — 
dealing more specifically with your State programs ani your individual lines 
of work. ' 


First, I would like to say you in the West have some cf the hardest types of 
economic problems with which'to deal. You have many commodities being pro- 
_duced under varied conditions. You have dry land and irrigation farming. 
You have new areas being brought into farming, “any of your consuming 
markets for many of your products are far away. In farm management, for 
example, your farmers have many factors to take into account that are out- 
side the farm that may as vitally affect the farm business as do the internal 
operating factors. In marketing, many of your commodity marketing problems 
are far removed from individual farms and many require attention outside the 
region, Nevertheless, you are doing a good job of extension work considering 
your limited resources for meeting your many problems. Likewise, you have 
somewhere within the region successful examples of work in most activities. 


Speaking of our extension marketing program as a whole, I feel we have made 
excellent progress, even though we have much ahead of us in order to meet 
the needs as set forth in the report "Marketing Challenges the Extension — 
Service." | 


One important’ development which made possible considerable progress in | 
extension marketing work in recent years was the enactment of the Research 
and Marketing Act of 1946, Although all of the States were doing some 
marketing work before the enactment of this legislation, this Act really 
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provided us with earmarked marketing funds which have given impetus to both 
the research and extension phases of marketing. As you know, this Act has 
as one of its primary objectives that of enabling us to put marketing 
extension work on a par with our extension efforts on production. 


The following are a few of the more important developments during recent 
years made possible largely by Title II funds under this Agricultural Market- 
ing Act: | | rel) wens . | 


In analyzing the change in numbers of agricultural economics extension workers 
in the country, we find there were 409 in 1952 as compared with 283 in 1940. 
Four-fifths of the workers in 1952 were full time extension workers. About 60 
percent of the workers in 1952 were engaged in marketing extension work. The 
increase in the number of extension marketing workers in recent years has 
resulted in a considerable expansion in specific lines of marketing work 
under way. In 1952, 43 States and 3 Territories were conducting work on 

136 projects. Of these projects, 19 were on fruits and vegetables; 20 on 
livestock; 26 on poultry and eggs; 11 on grainj 11 on dairy; 3 on seeds; 4 on 
cotton and cottonseed; 4 on forest products; 4 on market facilities and 
organizations; 9 on marketing information; 9 on retailer education; and 16 on 
consumer marketing education. During the current fiscal year, 602,200 of 
Federal RMA funds are going to finance this extension marketing work which 

is new and additional to that being carried on before the Act was passed. 


Another progressive step in extension marketing I believe is the regional 
approach that has been developed and put into operation to deal with a 
number of marketing problems regional in nature. In addition to the live- 
stock and wool marketing project on which Mr. Michaelsen is working half time 
on a regional basis, there are similar regional projects in operation on 
wheat in the hard red winter wheat area and on poultry and eggs in the North 
Central States. 


Marketing work with handlers beyond the farm has more than doubled during the 
last five years. This is another mark of progress in extension marketing, 

We now have 12 States conducting active marketing programs with retailers. 

In addition, a regional retailer education project is in operation in New 
England and a contract is in operation with Michigan to develop teaching 
materials and demonstrations to further extension work on meats with food 
handlers. 


Our extension marketing work has also been extended to include the consumer; 
the last link in the marketing chain. Consumer marketing educational programs 
have not only developed to become a more important part of our regular ex- 
tension programs with rural people, but urban extension programs have expanded 
to muzy large cities. Also, regional programs have been developed and are 

in operation in New York City, Boston, Mass., Wheeling, W. Va., and Kansas 
City, iM-. You will be hearing more about these programs later in the week. 

I do want to bring out though the fine cooperation that nutritionists and 
home demo::stration agents have given to the consumer marketing education work. 
This fine sooneration has increased the coverage and effectiveness of this 
work. They 2re, likewise, more and more giving attention to many of the other 
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phases of our extension marketing program. I wish to commend you. folks here 
in the West for the fine start you have made in consumer marketing education. 
I believe, as I am’ sure you do, that this field of work offers excellent 
opportunities for further expansion in this region as well as throughout the 
country. : . ores Fe - 


Several other important program developments have been occurring during recent 
years. There is a continually increasing interest on the part of administra- 
_ tors and. supervisors in the developing of marketing programs, due to the good 
work of marketing economists throughout the United States and the growing 
importance of marketing problems. ie 


Extension directors are recognizing marketing as a growing field of work. 
They are doing a good job in looking for and paying particular attention to 
selecting well-trained personnel to fill extension marketing jobs. They are 
encouraging their present personnel to participate in in-service training 
for themselves, including out-of-State conferences such as this. They also 
are providing many oppertunities for their marketing specialists to conduct 
training schools for county agents and commodity production specialists to 
encourage greater marketing effort on the part of all extension workers. 


Another relatively recent development is the increased interest and growth 

of marketing work with 4-H club people. This work is progressing through 

the 4-H commodity projects and through programs with cooperatives and, other 
handlers. Also, some work is uiderway on consumer marketing with 4-H club 
people. For example, we are interested in’ the report of the home demonstra- 
tion agent in Seattle, Washington, who has for a number of years conducted 
tours for 4-H club members through stores in that city to teach better buy- 
manship. This has good prospects for inclusion in 4-H programs in many areas. 
I also can see how method demonstrations could well fit into the 4-H programs 
in specific phases of both the retaiier and consumer marketing extension 
programs. For example, could not good 4-H demonstrations be worked up on 
how. to display and care for fresh fruits and vegetables in a retail store, or 
on better buying practices for consumsrs?: Such projects will also represent 
an, excellent means of pubiic relations between producers, handlers, and city 
consumerse, _ mm oF dela hs . 


I have just mentioned a few of the developments in marketing education. T 
have spoken of the growth in educational assistance, especially beyond the 
farm. Put farmers and their respective organizetions, retailers and other 
handlers and urban sonsumers atl desire mors educational assistance. These 
increased needs are being met in’part by adding personnel, by better integra- 
tion of marketing with other éxtension activities, and by more emphasis by 
marketing economists on local leader assistance. Better considered and 
prepared programs, with the full support of administrators, specialists, 
county staffs, and the support'of many agencies and groups are also. imvortant 
,means in use in meeting the demands. These all are heaithy developments. 


While an increasing number of people are being served through agricultural 
economics and marketing programs each year, the demands far exceed available 
assistance. The continuing trend toward greater specialization in the 
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production and marketing of agricultural products; the many governmental 
programs dealing with price supports, price controls, foreign trade programs, 
and marketing agreements; and the increased amount of research results avail- 
able all have increased the needs for marketing educational efforts. Thus, we 
have yet a long way to go to deal adequately with the educational matt 6 
job ahead. , 


Now, I want to discuss briefly some of the future needs, as I see them, in 
itaibinds developing our me TOI extension program, 


To mast the extension marketing needs of the future, we need more marketing 
funds and extension marketing personnel. This is well brought out in the 
report "Marketing Challenges the Extension Service," prepared by a committee 
of State directors of extension and deans of agriculture in October, 1950. 


This western region is especially short of extension marketing workers to 
deal adequately with the marketing problems you have in connection with the 
many commodities you produce, and your being far from many of your consuming 
markets. 


More attention needs to be given to developing long-time program plans with 
budgets; looking ahead 5 to 10 years or more. Our directors look to us not 
only for subject matter and methods, but also to show the possibilities and 
needs for worthwhile extension marketing projects, 


In determining and carrying out our current program plans we need to be sure 
to provide for concentrating at least a part of our efforts on some specific 
problems on which some measure of progress may be shown. This does not mean 
we should not tackle large problems which require a long time to solve or to 
show accomplishment. It does mean we need to give attention to breaking down 
some of these larger problems into their component parts and spending enough 
effort on some of these parts to show accomplishment. This is desirable to 
provide a basis for continually showing some measure of progress as a source 
of satisfaction to ourselves as well as to our directors, 


In order to give you access to an over-all marketing plan of work from a 
State outside of this region, I have duplicated the Pennsylvania State plan of 
work for 1952. I realize that you have many plans of work within this region 
as good as this one, but since it is from an area with somewhat different 
conditions and problems than yours, it may be of interest to you and you may 
wish to file it for future reference. It seems to us to embody many good 
features. You will note it includes a rather comprehensive analysis of the 
project situation. The major problems are well stated. The numerical and 
activity goals are detailed and specific, Good statements are also included 
on methods of procedure, cooperation, teaching aids, and calendars of work 
for each specialist. I believe, as I am sure you do, that good plans of 
work and reports are essential to progress in our work. 


In the future we will need to place greater emphasis on evaluating our work, 
measuring progress, and reporting accomplishments, This also was stressed 
by our Extension Varketing Advisory Committee at its meeting in June of this 
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year. I am certain that the Extension Service, as well as other agencies 
using publia funda, will be called upon more and more to’ justify the use of 
» those funds in the future; more so then has been true in’ the past. 


-In starting this week's’ work I hope you are as optimistic regarding our 
future opportunities as I am. There never was a time in which we could and 
should view our field of economics work with as much potential possibilities 
for the future as now. abi bo - Emae * a 


Likewise, never before do I feel our administrators have viewed our work with 
as much thorough understanding of its need and importance to the people and 
to the extension program as a whole as noWe While this is gratifying and 
-important, it again places greater‘ responsibilities on us. It means carry~= 
“ing forward projects with even greater effectiveness; and giving more 
attention to reporting our activities and accomplishments in effective form 
for use with legislative and other groups in obtaining more assistance and 
expanding our program to more problems and more’people. 


Marketing Work In Arizona 
7, M, Stubblefield 


The Arizona Extension Service has no marketing projects. The state has 
several problems. We could probably do a lot in the field of consumer 
education. Arizona's population is increasing quite rapidly. ‘Ye are 
limited in personnel. ‘For this reason we are limited in the amount of 
marketing work we can do. ih vi . As 


Extension Marketing Program in California 
George B, Alcorn 
I. The Problem 


The current high level of economic prosperity is not reflected 
evenly on the whole of California agriculture. Dependence of some 
agricultural industries upon government aid or industry controls 
contrasts with price ceilings in other branches of agriculture. All 
branches of agriculture, however, recognize the present importance 
of public policies on their current situation and outlook. Public 
policies and outlook, therefore, are of major concern to every 
agricultural industry and likewise become the major phase of our 
Extension Marketing Program. | | 


A snapshot picture of California agriculture is of little value. 
-A moving picture is needed because agricultural industries in 
California are constantly changing and adjusting to new situations. 
It is our job to assist in appraising these situations and assist 
agriculture in making adjustments to them. Dried fruit industries 
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find normal export markets closed and dependence upon government 
programs necessary. Fresh fruit industries find increasing competi- 
tion from other areas. Processed (canned) fruit and vegetable 
industries face problems of government controls. The dairy industry 
faces adjustment to a rapidly growing population in the state with 
consequent shifts in milk utilization and state pricing of milk. 

The poultry industry in California continues to face an almost 
constantly chang’ng market structure. Adjustments must be made 
frequently. The meat and livestock industry in California is also 
going through a considerable change in market structure and adjust- 
ment. The Pacific States must bring in millions of head of livestock 
to feed an increasing population. Marketing problems and adjustments 
also face some of the field crop pea fos namely, seeds, alfalfa, 
cotton, beans, tomatoes, etc. — 


Problems of yesteryear--inadequate purchasing power of the 1930's 
and the shortage of physical facilities of the war period--have 
given way to adjustments to a rapidly changing world. Not the least 
important has been the great increase in our own population with its 
changed composition, changed eating habits, and increased purchasing 
power, 


California agriculture has been and is an example of. ingenuity in 
the meeting of marketing problems. The movement of several hundred 
thousand cars of fruits and vegetables east is a model of organiza- 
tion and achievement. The ability of farmers to adjust to new 
problems and to help themselves is evidenced by the scope of 
cooperative marketing and industry marketing control programs. 


The magnitude of California agriculture and the size of its market- 
ing organization may be obtained from a few statistics. California 
frequently is the number one state in point of cash receipts from 
marketings, accounting for as much as 10 per cent of the nation's 
cash receipts from farm marketings of crops and 7% per cent from 
livestock, California with 6 million irrigated acres has about 
one-third of the irrigated acreage of the United States. California 
produces (in terms of value) more than one-third of the nation's 
commercial fruits (fresh and processed), nearly a fourth of the 
commercial vegetables (fresh and processed), and about two-thirds 

of the commercial tree nuts. California alone accounts for most of 
the nation's production of lemons, almonds, avocados, walnuts, 
olives, dates, figs, apricots, grapes, plums, ani prunes. California 
is also one of the leading producers of crops, such as oranges, hops, 
barley, alfalfa, sugar beets, lettuce, asparacus, tomatoes, beans, 
carrots, spinach, melons, potatoes, cotton, and rige. Approximately 
2,000 fresh fruit and vegetable packers and shippers operate in 
California. Also, there are about 200 separate plants involved in 
processing California vecetables and deciduous fruits. 


What Extension Specialists in Marketing Are Doing 


The first obvious Extension problem in this field in view of the 
magnitude of the problem as set forth above is lack of sufficient 
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personnel. For greater spread of influence the two specialists must 
of necessity concentrate their efforts with the farm advisors. In 
some activities this is not feasible nor economical of the county 
agents' time. Knowledge of cooperative organization may not be 
worthwhile to the county agent who may only assist in such organiza- 
tion once in ten yéars. Anotner activity involving the detailed 
attention of the specialist is the analyses of marketing. problems. 
Frequently, each problem is unique and the attention and consideration 
of specialist, county agent, and every other informed source are 
necessary in order to arrive at decisions. 


Another Extension problem in marketing is the impossibility of pro- 
graming a great part of the work which is related to the solution of 
current marketing problems. For example, we cannot program assistance 
in the organization of "blank" number of cooperatives, nor program 
participation in the discussions leading to a market control program, 
nor attract too much attention to local marketing questions unless 

the problem is apparent. To programa large part of our anticipated 
work would bear too much semolance of a pro otional program. In 
Extension of economics great care must be exercised to be sure that 
the farmers and not Hxtension personnel are making the decisions. 


A listing of approaches is here given which, for the sake of. brevity, 
is with little or no comment : 


Cooperative marketing 
ae Organization 
b. Existing cooperatives 
ce. Cooperative Education 
Market surveys 
Public policy . 
Outlook 
4-H club marketing program 
Extension schools 
Market information and interpretation 
Market control programs 
Industry problems 
Market cost survey 


Marketing Work in Colorado 
Harry H. Smith _ 


With the good prices which we have had for livestock for the past several 
years, it has been rather hard to convince producers that we have any 
marketing problems. Recently, the picture has changed, as we all knew 

it would, and I think with it is coming a change in attitude. Our whole 
problem is aimed at waking up producers to the fact that it is to their 
advantage to give some thought end study to livestock marketing. 
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I am sure we have as many problems in marketing in Colorado as there are 
anywhere else. I know we are doing a lot of poor marketing over there. Then 
I see one man sell his calves at the ranch for 38¢ and his neighbor who 
doesn't have as good calves sells his at the local sale yard for 43¢, I know 
there is something wrong, Yet I can't go to that first man and tell him he 
is crazy for selling his calves at that price. I think my only hope is to 
give him information through marketing schools, market tours, grading demon- 
strations, meetings, news articles, radio programs, etc., which will make him 
want to try and find some more efficient way of selling. 


I think our biggest problem in marketing is not included in the list of 
problems which we usually find but rather the lethargy of the people. Possibly 
they feel that we do not have anything very definite to offer them. Wor the 
present we are not asking them to make any radical change in marketing. We 

are asking them to give some thought and study to the whole setup to see if 
they cannot find a more efficient way of selling. It is believed that if 
people begin to study a condition which exists and comes to see that changes 
can be made which will be beneficial to them, that. they will soon set 
machinery in motion which will bring about those changes. 


Problems which I have been working on come under the following headings: 


Cooperatives -- 1 am very sure that some of the small producers’ problems can 
be solved through cooverative marketing. There are a good number of farm 
flocks in two sections of Colorado and the producers feel that due to the 
fact that they have only a small number of fat lambs to market at a time, 
they do not set full value for them. The same condition exists with swine 
producers on the Western Slope, yet so far little progress has been made in 
organizing a cooperative shinning association. 


Grading cattle before showing them to the buyer -= Any producer wants a 
Bunch of cattle which are uniform in type, size, condition and color to put 
in his feed lot. Feeder cattle can be sold more easily if they are sorted 
into uniform lots representing the various grades. 


Information on sales at auction rings -- More feeder cattle in Colorado are 
Sold through auction sale rings in Colorado than go through the central 

market, yet there is no authentic report made of the sales at these auctions 
except those which are sent out by the auction operators. It is felt that 
such reports are often colored in order to attract more business. Since 
auctions do represent a considerable volume of the cattle sales in the state, 
it is felt that sone information regarding sales should go out to the producer. 


More orderl marketing -- The bulk of the feeder cattle from Colorado, and 


from all other states where feeder cattle are produced, go to market in the 
months of September, Cctober, and November. 


This is also the lowest price of the year for feeder cattle. There are many 
producers who would be benefited, through feed saved and shrinkage prevented 
if they marketed their feeders earlier; also there are many who are so 
situated as far as feed and labor and equipment are concerned, that it would 
be profitable for them to hold some or all of their feeders and market them 
in late winter or spring when prices are higher. 


The same condition exists with fat cattle. The period of high prices for 
fat cattle is in the month of August through September, yet the bulk of 

fat cattle are going to market in April through June when prices are 

lower. It would benefit everyone if more of the fat cattle could go to mar- 
ket during the times of higher prices. This is a problem that can only be 
solved on a regional or national basis. ; 


Livestock loss prevention -- Due largely to carelessness, many millions of 

dollars worth of meat are lost each year. It ha: been estimated that enough 

meat is lost each year, due to bruising, crippli: g, and death in transit to - 
feed a city of 500,000. What many producers do} ot realize is that this is 

their loss. Educational work is being done to t+ 11 the producers that this 

is their loss and that it is much to their intercst to see that it is prevented. ; 


Consumer education on meat selection and its use.-- There has been con- 
siderable demand in Colorado from women's organiz. tions for information on 
meat. They want to know the things that are of vi lue to the conswner when 
she goes in to the meat market to select meat for the family. The livestock 
marketing specialist has spent some time very pro:itably giving information 
to these organized groups. 


Idaho Extension “arketing Program 
Robert W. Wilcox 


The Idaho Extension marketing work is carried on by one man who has 
responsibility in the outlook and Public Policy Extension programs as well. 
The result is that no more than 60 per cent of one man's time is spent on 
marketing, including conferences such as these together with an allocation 
of staff committee assignments. 


This distribution of time has caused us to move toward a general marketing 
extension program with little emphasis on particular commodities. Our 
attention has been directed toward training programs for veterans instructors, 
vo~ag. instructors and 4-H leaders. This training program involves prepara- 
tion of materials and in-service training through training schools and 
individual contacts. We have drawn on outside agencies to assist in the 
training program, 


The Idaho program with cooperatives is to assist in setting up district and 
statewide meetings where cooperative problems are discussed. The Extension 
Service makes suggestions on program content at these meetings and assists 
in securing personnel for handling the desired subject matter. Strictly 
service work is held to a minimum, Fy service work I mean such activities 
as auditing or legal assistance to individual organizations. 


We have carried on some commodity work particularly in potatoes. The chief 
activity here has been in cooperation with the potato specialist. The 
marketing specialist has presented information on consumer preference as 
between different varieties and sizes of potatoes; also results of transit 
damage studies. The potato specialist at the same meetings discussed pro- 
duction practices for producing quality potatoes and getting them to the 
consumer. 
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We have done a limited amount of work with our dairy people on pricing milk 
by the hundredweight rather than on a butterfat basis. Our dairy industry 

is in process of change and we likely will spend more time on dairy in the 

near future than on any other comnodity. 


Livestock market tours are an activity used by Idaho that likely will be 
expanded, particularly in connection with 4-H work. 


In addition to any organized program in marketing, there are special requests 
for marketing discussions before various sroups from time to time that are 
Serviced by the 'arketing Specialist. 


A Partial Summary Statement of Marketing ‘iork in Montana 
Bruce Brooks 


In Yontana, we are working on six iA marketing projects. “Je have a setup 
which is somewhat different than other states, but one which I believe is 
quite good. 


There are five extension specialists and myself working on these six market- 
ing projects. ‘Tollowing are examples of work which is being done in each 
of the six projects; 


J. O. Tretsven, Dairy and Swine Specialist, is devoting 20% of his time to 
problems concerned with marketing quality dairy products. For instance, 

in the past two years we have held 24 dairy marketing schools in all sections 
of ‘‘ontana. These schools were with producers and plant men, They stress 
the importance of proper care and handling of dairy products to increase 
their demand by the housewife. 


H. R. Stucky, Extension Economist, is devoting 20% of his time to livestock 
marketing problems. “ie have held four, one and two day schools in the last 

two years at various livestock marketing centers over the state. These 
activities are primarily to show the importance of proper handling of live- 
stock in marketing; to emphasize how the marketing of livestock is done through 
auctions and public sales yards, and to stress to the producer the importance 
of producing the type of animal the retail trade wants, The fact that we 

have had almost 1000 people in attendance at these four schools attests to 
their popularity. 


Harriette Cushman, our Poultry Specialist, is devoting 20% of her time to a 
project in baby chick marketing, She has been carrying on this project in 
cooperation with Experiment Station people at the college. The purpose is 
to ascertain the best buys in baby chicks by finding out among other things 
how they survive under various handling procedures such as they might 
experience in shipping. She then uses this information in meeting with 
poultrymen. 


Paul Orcutt, Livestock Specialist, is devoting 20% of his time to wool 
marketing. ‘ie have done a consideratle amount of work in organizing wool 
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pools. ‘Through these pools we have been able to disseminate much of the 
information coming out of our wool laboratory which has a direct bearing on 
wool marketing. Mr. Orcutt, assisted by the wool lab, will conduct eight 
ewe grading demonstrations this fall with various wool associations to point 
out the importance of grading the ewe so as to obtain a uniform fleece of 
high quality. 


Mary Loughead, Extension lutritionist, devotes 20” of her time to Consumer 
Nducation. She works primarily through the Ifome Demonstration Clubs on a 
project directed toward showing the importance of fluid milk in the diet 

and how it might be increased by use of certain new dairy products, As you 
know Montana has a considerable number of large wheat and cattle ranches 
without a dairy cow on them. These are the people we are interested in reach- 
ing with this project. Wiss Loughead has also given a number of demonstra- 
tions to 4-H Clubs and Home Demonstration Clubs on methods of selecting best 
buys, from the nutritional angle, in fresh fruits and vecetables. 


I am devoting about equal time to each of these projects plus a grain 
marketing project. This project was added in 1951 and we are just getting 

a start on it this year. lie will have three two-day grain marketing schools 
with County Agents this fall when such things.as farm storage, the importance 
of protein in Montana wheat and how to handle it to the best advantage, 

grades and grading, and just the ceneral marketing processes, will be dis- 
cussed. ‘Je hope that this series of meetings will show the Agents some 
problems which they have in grain marketing in their counties, This should 
result in their requesting work such as this to be done out in their counties. 


Work in Marketing at University of Nevada 
Eldon Wittwer 


Extension work in the field of marketing has been seriously handicapped by 
the fact of no- funds having been budgeted for this activity. \e have had no 
Extension Economist for several years and what has been done was provided by 
other staff members. 


The animal husbandry specialist, Al Reed, has conducted numerous demonstra- 
tions on live animal and meat grading using official market news men and the 
facilities of a local packing plant. Others have participated in educational 
programs and issued a few informational releases related to marketing, 


Research has been more active because of the existence of man datory FMA funds. 
Progress here, however, has been limited by the lack of experience (and strong 
interest). Formal investigations have covered only two comodities, beef 
cattle and turkeys. (Je expect to get into milk marketing soon... 


The study of cattle marketing has covered the marketing practices and 
experiences of producers, auction markets, and shrinkage in transit. We are 
now getting started on a study of the funetions, problems, ant future of 
cattle feeding operations as they affect marketing. 
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Three phases of turkey marketing have been studied in connection with the 
problem of large turkeys. These were sale of cut-up turkey, marketing of 
large turkeys through locker plants and home freezers, and marketing costs 
and margins, 


Marketing Problems and Activities 
That are Peing Worked on in New Mexico 


C. R. Keaton 


Extension educational marketing work in New Mexico has been directed toward 
assisting farmers, ranchers, marketing agencies, and consumers. These’ 
marketing programs were carried out concerning better practices in harvesting, 
handling, grading, packing, storing, refrigeration, and transportation as 
well as buying and preparing the various food products for home use. Other 
work is being done on cotton lint identification, one-variety communities, 
and distribution of foundation seed. The six extension marketing projects 

in Mew ‘'exico were made possible by the Research and “arketing Act, Title ITI, 
of 1946, ‘These projects are consumer education in food marketing, cotton 
marketing, egg marketing, ram certification, wool marketing, and fruit and 
vegetable marketing, There are four people spending full time on five of 
these projects, One man is spending one half time on ram certification, and 
one half time on wool marketing. Another man is spending one half time on 
fruit and vegetable marketing and one half time as extension economist. 

The problems and activities of the various projects follow: 


Consumer Mducation: Information on supply and price, food value, selection, 
care, preparation, and use of foods with special emphasis on the plentiful 
foods is made available. weekly to consumers throughout the state by means of 
news releases, radio programs and marketing circulars, Food marketing 
workshops were held to train county agents. The purpose of these were to 
furnish county agents with general background material on food marketing, to 
give information on methods of teaching consumer food marketing, to give 
assistance in preparing and delivering radio talks, preparing news releases, 
and preparation of visual aids in teaching, ; 


Assistance was given to agents in carrying out a county program in food 
marketing through demonstrations, Also information on ‘the various types of 
demonstrations were prepared. Information was collected state-wide on supply 
and price of the various foods and the information was sent to all areas of 
the state by way of news releases, radio and marketing circulars. 


Cotton Marketing: “lajor emphasis has been placed on the cottonseed program in 
an effort to promote one-variety communities, Assistance was given to the 
allocation of foundation seed to one grower. “ext year he supplies the seed 
to all of the growers who use the gin. Two cottonseed storaze houses have 
been constructed according to extension ‘specifications to store planting seed. 


A combination tag, bearing pin information, variety, location, and date on 
one end and the Smith-Doxey, Form I on the other, has been continued. 


mth = 


In cooperation with the “ew liexico Crop Improvement Association, a survey of 
all planting seed producers, handlers, and processors was conducted to deter- 
mine supply on hand and the amount available for export. 


The marketing specialist carries out a project each year on securing complete 
coverare of the areas of cotton with marketing quotes through talks, the 
cotton letter, news releases, circular letters and broadcasts permitting 
cotton farmers to take full advantage of the latest available market informa- 
tion. The encouragement of 4-H club participation in the demonstrations on 
cotton has been promoted this year. 


Educational disvlays on cotton marketing are being set up at fairs in counties 
that produce cotton. In these fair exhibits, consuner education has been 
stressed in cooperation with the extension clothing specialist. A state-wide 
program has been carried on to foster cotton dress reviews. A series of 
cotton ginning schools were held in cooperation with coumty, state and federal 
agencies in Texas, “New “‘exico, and Arizona. 


Poultry and Egg Marketing and Consumer Education: Information was supplied 


to growers on proper methods of candling, cooling, and storing of ergs until 
marketed. Information on the value of marketing a premium quality product is 
currently supplied to newspapers, radios and county agents. ‘“emonstrations 
were given on methods of cleaning, candling, and grading of ers before 
marketing. Information and demonstrations have been given to egg dealers 

and dealer employees on the proper candling aad grading methods and also the 
value of marketing a high quality product. Consumers are currently supplied 
with information on the various qualities and grades of eggs and the various 
uses for each quality. Demonstrations have been given on the quality and 
grades of eggs to 4-H clubs and consumer groups. Information is given to 
‘egg dealers pertaining to the New exico Teg Grading Law of 1951, Informa- 
tion is supplied over the state concerning the production of poultry and exes 
in New Mexico and the encouragement of using New ‘‘exico produced eggs. 
Current work is in educational exhibits at state and commty fairs pertaining 
to marketing a hich quality ege by producers and consuming eggs according to 
their various uses. Training schools for egg candlers and sizing will be held 
throughout the state to train those attending on the quality specified in the 
New Mexico Egg Law. 


Viool Marketing, Ram Certification, Ewe Classification, Selected-mating: 
Continued work has been in improving the system of evaluating rams of the 
wool breed for sale and for the up-grading of "parent herds". Efficient 
usage of certified rams through selective-mating with ewes of equivalent 
grade has been encouraged. ' 


Work.is being done to develop regional types of wool for markets through 
breeding that are uniform as to grade, length, and shrinkage which will 
command higher premiums on the markets. Entire "parent herds" have been 
certified and classified so that rams can be distributed throughout the state 
which would step up the production of present certified stud herds. Continued 
work is being done to improve marketing facilities of standardized salatle 
rams so that information on the.inter-relationship of body and fleece can be 
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obtained to estimate clean fleece production and shrinkage. "ool clinics are 
used so that more qualified graders can be certified to carry out this program 
in all areas in New Mexico. 


One of the main projects this year has been a demonstration on feed lot fed 
rams to range type rams concerning the produétion, length of wool, body weight, 
and conformation. 


Wool marketing work has been done to improve the preparation and handling of 
wool for market and the encouragement of production and sale of wools that 

are uniform in fineness. Work has been done to develop a more complete news 
coverage to growers so that they can more easily evaluate their wool. This 
will promote efficiency and improve marketing facilities in the out-of-way 
areas within the state, Continued effort has been placed on grader-certifica- 
tion of qualified county agents and wool growers through schools, tours, 
demonstrations, publicity, and market labeling of field-class wools. Informa- 
tion is collected each year on wool sales at major wool warehouses throughout 
the state to obtein information that is useful to the grower. Further work 
has been done with county personnel, extension specialists, and wool growers 
in drafting plans for practical long-range ranch equipment essential to 
marketing, such as shearing sheds, working chutes, and improved corrals. 


Fruit and Vegetable Marketing: Wajor activities have been to establish needed 
marketing facilities for fruits and vegetables by providing the necessary 
information. One facility has been comnleted and two others are under way. 

A new apple-packing shed has been erected with all the latest equipment and 
two other packing sheds have been started. Information has been supplied to 
the rrowers individually and in group meetings concerning price, supply, 
consumer demand, etc. Other information provided to the growers has been 
harvesting, handling, grading, packing, storing, refrigeration, and 
transportation, 


During each month of the harvest season a questionnaire is sent to the county 
workers concerming the quantity, quality and location of the various fruits 
and vexetables in their county. This is returned and tabulated and sent to 
over 800 interested buyers, sellers, and truckers in this state and surround- 
ing states. 


Fducational booths have been prepared end displayed at state and county fairs. 


Major emphasis has been placed on 4-H group participation in fruits and 
vegetables, Assistance has been given in showing how to display fruits and 
vegetables. One training school held by the fruit and vecetable branch of the 
_ PiA was attended. A central wholesale house for Albuquerque, the main 
consuming center, was investigated, and discussed at numerous meetings of 
interested producers and dealers. Marketing schools were held to encourage 
the more efficient use of availa le equipment and material and to provide 
information on price, supply, and demand. Two technical releases were pre- 
pared and distributed to all fruit growing areas in the state. 
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Doing Marketing !iork in Oregon 
Edward F. Coles 


Oregon laws designate Oregon State College as the state agency “with full 
authority and responsibility for the collection and dissemination of 
statistical information bearing upon crop and market conditions and upon 
trends in agricultural production." 


Limited funds have been appropriated by state legislature since 1957 especially 
"for the collection and analysis of agricultural statistics relating to Qregon 
agriculture." | : 


Oregon laws differ somewhat from other western states by designating this 
responsibility for doing marketing work to the extension service at the 
Oregon State College. In many of the western states the law provides for the 
state departments of Agriculture to do this type of work. 


The primary purpose of our program in Oregon like all other extension pro jects 
is to disseminate education information originating in departments of the 
national government, state colleges and other reliable sources. As special- 
ists, we attempt to keep comty agents informed avout trends and economics 
“conditions and the reasons for these developments, so that they can answer 

the questions raised by farners and others. Working together, we undertake 
to: keep a constant flow of economics information reaching the state farmers 
and the public generally. i 


The Oregon extension service had much help in carrying out this undertaking. 
Radio stations, newspapers, trade journals, farm groups and many individuals 
help spread information, 


For information of significance to Oregon people we draw on many sources. 

These sources include many divisions of the United States Departments of 

Commerce, Labor, and Agriculture. We have informal coopsrative relationship 

with all of these and formal arreements with some. ‘Je have formal ccopera~ 

tive memorandums of understanding with two branches of the Production and 7 
Marketing Administration. One agreement is with the Varket News Division. 

It provides, among other things, for the Corvallis connection on the Market 

News Services nationwide leased wire. This outlet is one of the two in 

Oregon. The other is at Portland with the Fruit and Vegetable ranch of the 

Market News Division, 


The leased wire is heavily loaded each day with market price and condition 
information from the nation's key markets for most, but not all, Oregon farm 
commodities. Spot market information most valuable to Oregon farmers is 
summarized from this wire by our extension project office for broadcast over 
our state station each noon and each evening. In addition, ten reguler and 
three special commodity group reviews are prepared for dissemination each 
week. é 


Besides summarizing and disseminating information we do a certain amount of 
assembiing in primary sources within the state, All of this is intended to 
supplement work done by federal agencies to meet special needs of Oregon 
Agriculture. 
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This is where our second agreement with Production Marketing Administration 
comes in. It is with the State Marketing Services Branch. Using our RMA 
funds along with state money it provides for exploring possibilities of 
assembling and reporting information on local market conditions in Oregon. 
This work supplements services rendered by the fruit and vegetable, livestock, 
and grain branches of the Market News Division, 


fhree phases of this work was started back in 1950. One was the daily re- 
ports of fruit and vegetables arriving on the Portland market by truck. 
Second, reports of livestock auction sales at Ontario and Corvallis each 
week. Third, local prices and market conditions for several of Oregon's 
numerous seed crops. m 


In addition to the “arket information staff we have Mr. Paul Carpenter working 
almost entirely with cooperative organizations within the state, also we have 
a Livestock Marketing Specialist and a Yairy Marketing Specialist. 


RVA funds for particination in the phase on truck receipts of fruits and 
vegetables ended in July, but the project is being continued by the extension 
service due to the urgent réquest of produce growers and handlers in the 
Portland area, 


In the second phase of our project of reporting livestock auction sales, 

the sale at Ontario is now being reported by the livestock agent in Malheur 
County. The central office at Corvallis is still reporting the auction sale 
there. RA funds are being used to demonstrate auction market reporting at 
Klamath Falls for the next several months, After this trial at Klamath 
Falls the local producers and other interested parties there will have to 
decide as they did at Ontario if they wanted this type of work carried on 

as a regular extension service. 


Our work with cooperatives and our Marketing Specialist will be brought out 
at another period of this conference. 


We “draw upon all these crops and market reporting activities as well as other 
information released by other divisions of the United States Department of 
Agriculture in preparing Oregon Agricultural Situation and Outlook reports. 
These are now being issued eight times a year to help farmers bring crop and 
livestocks program in line with market prospects. Fourteen different market 
reviews and market reports are being issued each week-~1l. Prices, costs and 
weather; 2, Seed speciality crops; 3. Farms forest products; 4. Fruit and 
Nut crops; 5. Potato and truck crops; 6. Commercial feed stuffs and hay; 

7, Eggs and poultry; 8. Ontario livestock report; 9. Cattle and hogs; 

10. Sheep, lambs and wool; 11. Grain crops; 12. Dairy products; 13. Corvallis 
livestock report; 14, Klamath Falls livestock report, 


Eight outlook reports are prepared during the year-=1, Fruit, nuts and 
berries; 2, Spring planted field crops; 3. Potato and trucks crops; 4. The - 
midyear situation; 5, All sown crops; 6. lfeat animals and dairy; 7. Eggs, 
poultry, etc.; 8. Farm business during the year. 
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Oregon statistical year books prepared are, 1. Special agricultural crops; 
2, Farm Grown products; 3. Seed crops; 4, Grain and hay crops; 0» Speciality 
animal products. 


Marketing Activities in Utah 
M. H. Taylor 


In Utah we have two RA projects with 6 people giving part time or full 

time to the projects. On one project two consumer education specialists 
function in our two largest cities, Salt Lake City, and Ogden. Mrs. Tinpetts 
and Mrs. Tanelian work on this project. Dr. Milton Anderson coutributes 1/4 
of his time on this assignment. The other RA project is on livestock and 
wool marketing. I have a full time assignment on this project, 

Leon | ichaelsen 1/2 time, and Russell Keetch 1/4 time. In addition to this, 
Ray Wilson, who is our Rxtension Economist has done some.work on marketing 
of apples, alfalfa seed, peaches, poultry, grains, and dairy. 


In their locations, our Consumer Education Specialists each publish a weekly 
leaflet on best food buys. They also have regular radio programs and an 
occasional spot on TV. Tach prepares demonstrations on shopping to give 
before various consumer groups. In addition, Mrs. Tippetts has been doing 
some work on consumer education with 4-H clubs in Ogden. “‘'r. Anderson 
assists both Consumer Education Specialists with trade information on 
varieties, supplies, prices, etc. 


In our livestock marketing work, we prepare a plan of work with broad long 
time objectives and specific short time (1 year) goals attacking specific 
marketing problems. Other specialists jn their work contribute to accomplish- 
ing the goals established. Typical of the marketing problems, objectives, 

and goals on which we are concentrating are the following: 


Problem I. Studies indicate that 2/3 of all livestock is sold to contractors, 


order buyers, and local dealers and at local auctions. We are convinced that 
in many cases these are not the most profitable outlets. 


Objective. Influence farmers to study and recognize the most profitable 
markets through which to sell their livestock and learn which buyers and 
commission firms offer the best services. 


Goal 1. Aid 500 producers to understand market reports and grades of live- 
stock and wool so they can determine what their products would bring on the 
market from a study of market reports in order that they may choose a market 
more wisely. 


Goal 2. Acquaint 150 livestook farmers and 100 youth with central market 
facilities, services, and personnel so they will gain confidence in this 
channel of sale; compare services offered by alternative market outlets and 
encourage the use of most attractive market. 


Other livestock and wool marketing problems receiving attention are: 

1. ‘elping producers to learn more about scales and weighing so they will be 
better able to represent their own interests where their stock are weighed 
over country scales. 

2. lielp producers to sell their wool to greater advantage by giving them a 
better understanding of market values and wool grades and by teaching 
superior wool preparation techniques, 

oe Influencing producers and sale organizations to foster sales of sires 

in which overfitting is discouraged and more complete information of an 
analytical nature is givén regarding the offerings. 


4, Reduce marketing losses from bruises, crippling, and death. 


5. Influence some producers to shift their production programs so stock are 
marketed earlier or later in order to attain better weight and/or price. 


6. Through work with west data groups including livestock associations, 
coops, marketing agencies, etc., build up an understanding and appreciation 
for Mxtension Service activities. 

Other marketing problems that received attention are as follows: 

1. Pricing and outlook on alfalfa seed where poor statistics are available. 
2» Storage of apples to lengthen our marketing season. 


3. Peach marketing agreements to improve selling of local crop. 


4. improve grain storage in production areas to take advantage of seasonal 
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price rises and reduce loss from contamination and spoilage. 


5. Present reliable information concerning long time prospects of the 
poultry industry including changes in demand and markets. 


Most of these activities are carried out by weekly economic releases to a 
select mailing list and by taurs and demonstrations. 


Consumer Mducation and Other Warketing Activities 
in Washington State 


Agnes Sunnell 
Purpose: 
To assemble, interpret, and disseminate food marketing information. 


To improve nutrition through better buymanship. 
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fo reach as many people as possible in Seattle and the state with this 
information. 


Ty doing so promote better consumer-producer relations. 
Situation and liow We Meet it: 


1. Over half of population is in west side of state. Therefore, this is 
center of consumer education work, About half million people in Seattle 
area alone. 


2, At present there is no marketing specialist or economist to assist in 
consumer education project. 


Activities in Consumer Education: 


1, Publish weekly leaflet entitled "Know ‘hy when You Buy", It goes to 
2000 leaders in the state including home economists, journalists, public 
héalth representatives, welfare department, college home economics students 
in four colleges, home demonstration leaders, 4-H club leaders, radio sta- 
tions, newspapers, and house organs. It receives further wide distribution 
agencies through these leaders. 


2, Give two weekly radio programs--one with the radio farm advisor and one 
planned by me on consumer education topics usually those discussed in "%now 
Why When You “uy". 


3, Do one TV show @ month, The one-half hour show is devoted to Pest Buys 
and a demonstration on a plentiful food. 


4. Occasional public appearances on programs such as Federated Viomen's Groups, 
P.T.4., Farm Fureau, school lunch, cook's institutes, and home demonstration 
training meetings. 

5, Participating in workshop for training home agents. 

Other Marketing Activities: 

Yarl Hobson, Outlook and Price Analyst, at the college at Pullman is the only 
other employee with an assignment in marketing and outlook work. His program 


includes the following activities: 


1. Preparation of a monthly outlook and marketing leaflet distributed 
widely to over 10,000 Washington farmers, 


2. Preparation of a monthly economic fact sheet for county agents presenting 
additional background information beyond the information in the leafiet and 
including rather specific predictions on price movements « 


3, Participation in regular radio broadcasts on markets and prices. 


4. Occasional meetings with producer groups, though this is held ata 
minimum. | 
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NAREETING PROELEMS AND HOW EXTEN STON CAN EELP I! SOLVING, THEM 
Dr. Lawrence Morris 
Poultry Department, DPrigham Young "niversity 
(Summary notes of talk) 


‘liarketing of agricultural products is one of agriculture's major problems at 
the present time. The Agricultural Extension Service is in a unique position 
to aid in the solving of these marketing problems. From my vantage point 
after having been one of you for many years (and I still regard myself as 

one of you though I have been more recently employed by a commercial concern), 
I am listing some of the comments that various industry people make about us, 
In preparation for this talk I visited several associated industry representa- 
tives and asked for their critical analysis of Extension work. Some of the 
comments you will recognize as not justified, but they express an opinion 
which we should give credence to as we plan our activities. With. that in 
mind I list for you. some of the criticisms of industry people. 


l. One of the treat sources of strength of Extension is their tie to the 
Lend-Grant Collece system of teaching and research at the State College and 
the U.5.).4. ‘ihile this has its advantages some industry people criticize 
Extension as not being practical due to these far off influences. 


2. The traditional esteem for the County szent is gradually slipping among 
many who feel he should be an all around specialist. 


5. The :gricultural Extension Service should capitalize on the word 
“arricultural" in their title to differentiate them *rom extension divisions 
of other colleges. 


4, Peluctance to change. This may cause industries to set up their own 
educational programs. 


5. Refusal to recognize the problems of industry or its point of view. 
Tndustry is beginning to mellow. Education is bekinning to mellow. Industry 
has said, ".. forecast is a hunch with a college education,". If we, in the 
Rxtension Service will just "give" a little, industry will look to us to 
supply information. They will open the way and "run" interference for us. 


6. Too much theory, too little practicality. Example: National survey of 
chick feeding recommendations indicated unreasonable variation between states. 
Wational feed manufacturers are anxious to reduce the number of feeds made 

to a minimum. They can't do so and follow all these recommendations. All 
these recommendations can't be right. The educator's job is to "find, filter, 
focus, face, aud follow facts." 


7. Extension Service can't seem to anticipate the new needs of industry. 
Industry wants trends and facts-enot figures. It wants long time trends 
differentiated from short time fluctuations, 
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8. Many publications are too bulky. Don't publish filler; industry is 
looking for kernels. 


9. ‘any leaders of agricultural industries lack confidenee in the judgment 
of Fxtension Service people. ie haven't done a good job of advertising. 
Vietve got to do a job of selling ourselves before we can sell our product 
waich is “agricultural information." 


10. County ‘gents sometimes seem to hate to work with industry. The County 
Agent identifies himself so closely with the farmer that he fails to see 
where objectives and programs of industry people are identical to those in 
agriculture. 


11. Too many Extension workers try to make up the minds of everyone, rather 
than to tell a man there are two roads and here are the advantages and 
disadvantages of each. ‘Je should guard against trying to indoctrinate 
people, but instead give them facts and let them make the decisions. 


12. Some industry people say we should give more sales help to industry. ‘e 
should take a positive approach to help sell your State's products. If there 
is a negative side, don't mention it. In giving help of this kind we might 
well undertake to help retailers to better display their products. 


Suggestions to Agricultural Extension Service Workers 
Industry thinks they should have a greater voice in planning the curriculum, 
research and extension programs dealing with agriculture. They feel we 
should stress consumer education, that we should work for improvement of 
scales and weighing. They also think that we should provide information on 
transvortation, including information on best markets and routing and also 
on billing procedure to obtain maximum service at lowest cost, With these 
comnents in mind we should: 


1. Learn the problems of industry. Ask industry. ‘ecome familiar with the 
actual problems through the layman market man's point of view. 


2. Encourage and teach better marketing methods. 
3. Teach how to produce, sell and preserve a better quality product. 
4, “ork on getting continuous availability of a product for retailers. 


5. Promote merchant training schools for retailers and become acquainted 
with your local retailers' products, 


6. Carry education to the city. Educate the city consumer to the problems of 
the producer. 


7. Plan programs well. 
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RETATLERS' PROBLEMS IN MARKETING 
Richard Maycoc): 


Manager, Zion Cooperative Mercantile Institution 
Wholesale Department, Salt Lake City 


There is a higher mortality among retailers than any other business Zroup. 
This is probably due to the fact that retailers! problems are many and 
unique. It is no doubt due also to the fact that conditions are continually 
changing, that effective management requires many musual abilities, and 
most of all that trade patterns are shifting decisively. For instance, a 
new large suburban store may bring disaster to several small neighborhood 
stores. 


Some major problems thet require successful solution for efficient retailing 
are outlined as follows: 


1. What lines of merchandise should be carried? 


a, Tresh meats, fresh produce, frozen foods, dairy and poultry 
products carry the highest margins, and the greatest risk, 
They require better merchandising. 


b. Specialty store or complete market. Cana retailer attract 
sufficient trade into a specialty store to counteract the 
buying tendency for shoppers to make a one-stop trip to 
market? 


¢. Good selection and economic use of space and equipment. A 
grocer must learn how to attract customers by making shopping 
easy, wise placing of displays, and correct selection of 
equipment for speed, efficiency, and economy, © 


d. It is not always easy to decide on the proper locality... 
The seller must know the customer to whom he expects to 
sell. He must know what competition he has for these 
customers. He must know the gross margin required for 
successful operation, 


2. What should be the grocer's source of supply? Can he best use his time 
in buying from many sources or better in selling one line of merchandise? 
Which will satisfy his customers? eh 


&. Must decide between one distributor or several or whether to 
purchase directly from farmers or farmer markets. 


b. Must decide on the basis of quality, price, guarantees, continued 
availability, and relative service that goes with the product. 


¢. Decision will depend on many things including size of market, 
and time available. 
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d. If an independent he can compete better with chains by having a 
single source of supply considering quantity of delivery, price, 
and quality. 


e. If a group of growers are sponsored by a wholesale distributor, will 
he do better price-wise as a member? 


3. How should advertisement and promotion of products be done? 


a. ‘'ethods are: handbills, newspaper adds, radio or TV spots, 
interior displays such as window posters. 


b. Problems are that newspaper adds are expensive, it is difficult 
to advertise locations of stores on group adds, timing must 
coincide with buying customs, etc., preparing the add with a 
proper balance between departments. 


4, How should the retailer price all products to attract customers, be 
competitive and still make necessary over-all margins? 


a. Must decide whether policy should be one of maximum gross with 
fewest customers or maximum gross with many customers. Which will 
be best in the long run? 


b. Must decide whether to issue ‘credit or to deliver groceries and 
if so if these costs should be included in prices. 


5. Should merchandise be marketed on a self-service basis--in all depart- 
ments or only one? 


a. Factors (1) size of market (2) locality and competition (3) 
customer desires (4) equipment needed and layout required 
(lights, mirrors, etc.). : 


be If manager decides upon self-service he must make many decisions 
on packaging: : 


(1) If decides on self-service where should packaging be done? 
Can he do it cheaper or can the processor or distributor? 


(2) The problem of pre-packaging is especially pertinent for 
fresh fruits and vegetables, dairy, poultry, ahd frozen 
foods, also for meats. 


(3) How many sizes should be offered on the shelves and how many 
assortments can be offered without excessive waste? 


6. What effect will new developments have upon merchandising plans such 
as the home freezer food plans now being offered? 


a. Considerations: 


(1) Will he have to become a jistributor of food lockers to 
keep his business? . 
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(2) Will the retailer be selling in bulk in the future instead 
of the small package hand=to-mouth buying of the present 
and recent past? 


Will the trend:for the perishables department to attract and hold customers 
continue to grow? ‘nd if so this will greatly influence in planning. 


a. He must learn to merchandise perishables better, to maintain 
freshness, quality, and cleanliness, provide varieties in 
demand and convenience in shopping, sell products for attract- 
ive values and improve courtesy to the customer since personal 
contact will increase in this department. . 


A product is not sold well and with customer satisfaction unless the 
customer knows how to handle and prepare the food so that she will 


return for more of the same product. 


a. Preparation susgestions on. fliers or by skilled clerk will im~- 
prove ecceptance. 


b. Grocers! association conducts schools for clerks and managers. 
c. Retailer must be able to teach, train, and inspire his help. 


A retailer must constantly keep enough records to know where he is 
goings over all and to Imow how different departments, balance out. 


Many problems are not mentioned such as: 


a. Evening openings -- will convenience pay out? 
b. Sunday openings. 
Ce eet unions end the problems in management they create, 
Summary: Successful retailing will depend on satisfastorily marci 
he many problems listed avove and others, A successful retailer oper- 
ates under the following considerations: 
a, All operations are planned to serve his customers better. 
b. The customer is the retailer's boss. 


c. He looks at the consumer's problems through her eyes. 


d.- The atmosphere of the market is frequently more important than the 
price (clean, modern, friendly courteous atmosphere, etc.) 
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EDUCATIO AL WORK WITH RETAILERS AND. OTHER. FOOD ‘HAY DLERS 
Raymond C. Scott 


Since the Research and Marketing Act of 1946 was passed, consideratle atten- 
tion has been given to working with food handling and distributing agencies 
in a number of the states. Vhile this phase of Extension's activity has 
often been labeled "Retailer Education," the term does not adequately express 
the area in which work has been carried on in most states, In general, ™x- 
tension has worked with other handlers as well as retailers. It was only 
natural that Extension place additional emphasis on work with. food handlers 
since the results of considerable research were available and Fxtension had 
the "know-how" of presenting this material, The Congress recognized the 
need for work beyond the farm when Research and ‘iarketing Act funds were 
aporopriated. 


‘tuch of the early work in this area dealt with fruits and vegetables. 
Considerable interest has been developed in the handling and merchandising 
of meats and poultry products, and work in these fields will be discussed 
later by ‘ir. Luke Schruben. 


Objectives of Work With Retailers And Other Food Hardlers 


A group of marketing specialists who attended an Extension marketing work- 
shop conducted at Purdue University in June 1952 discussed the over-all 
objectives of the work in this field. I should like to quote a part of the 
report of this group. 


"The odjectives of the work is to assist retailers and other food handlers 
in increasing the efficiency of their operations through the adoption of 
better methods. The accomplishment of this objective will mean greater 
profit to the retailer and will in our free enterprise system be reflected 
in better returns to the producer and greater satisfaction to the consumer, 


"This objective can be accomplished by an extension program that: (1) 
Utilizes extension personnel in many fields and existing extension organiza- 
tion, modifying and supplementing these as necessary to meet the needs in 
this field, (2) Is coordinated with extension programs for producers, 
consumers, processors, and other groups, (3) Relies for guidance and leader- 
ship in program planning and execution on representatives of various segments 
of the industry and other related grouns who are familiar with the most 
important problems and educational needs of food distributors, (4) Works 
first toward a solution of those problems recognized by the trade that offer 
the greatest opportunity for material accomplishments in light of factual 
information available and capabilities of Extension personnel, (5) Approaches 
problems from the viewpoint of retailers and other food distributors, (6) 
Relies heavily on research results as a source of unbiased, factual informa- 
tion, (7) Makes full use of a variety of teaching methods that have been 
successfully used by extension workers for a period of years and new 

methods particularly adapted to this field, (8) Stimulates action by 
individual retailers and other food distributors through the use of the 

most reliable information for the solution of their problems, (9) Interests 
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and encourages commercial firms, trade and other organizations to participate 
in the dissemination of information and to stimulate the adoption of prac~ 
tices which will lead to greater efficiency in. food distribution, (10) Pro- 
vides for in-service training of the personnel engaged in the program 
including exchange of experience and, when needed, work experience in the 
industry, and (11) Is strengthened by continuous appraisal of the degree to 
which results achieved are meeting the needs.” 


Status of the Program 


The period of concentrated effort in this field has been confined to about 
five-years but Extension has been doing work in this area for many years. 
Programs have been initiated and successfully developed in about one-fourth 
of the States and similar programs are in the planning stage in other states. 
These programs have indicated successful extension education with retailers, 
wholesalers and other groups. At the Purdue workshop, representatives from 
most of the States carrying on educational work with retailers and other 
handlers reported on the development of the work in their state. I shall 
review briefly the programs as outlined by ‘ir. ilo G. Lacy, Retailer 
Education Specialist, of the Yederal Nxtension %ffice. Tf additional in- 
formation is desired on the programs in the various states, you would find 
it worth while to review the report of the Purdue conference which is being 
published by that institution. 


Extension Programs With Retailers and Other Food Handlers 
Alabama 


Schools for retailers are organized by county extension workers on a county 
basis. The county agent in charge of all arrangements, including publicity, 
arrangement for place at which meeting is held, securing cooperation of 
wholesalers, obtaining supplies of fresh produce, etc. The marketing 
specialist serves as the instructor. 


Schools are conducted on a l-day basis for a period of 8 hours. The demon- 
stration-participation type of program is used and deals with improved 
methods of buying, handling, preparing for display, displaying, pricing, 
merchandising, and record keeping. 


Connecticut 
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A series of publications have been prepared on the marketing of specific 
commodities, with the retailers problems in mind. It has been estimated 
that approximately 5000 retailers in the state have been reached through 
this phase of the program, 


A retailer training school is planned for Hartford this fall. Requested 

by a local vholesale organization, this school will be concerned mainly with 
skills of handling and merchandising fruits and vegetables, The specialist 
in Connecticut also gives considerable attention to the problems of re- 
tailing of produce through roadside stands. 
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Indications are that an increasing amount of attention will be given to 
store-door delivery of fresh produce from farms, This program will be dis- 
cussed at meetings with retailers and the advantages will be considered. 


Florida 


Requests for retailer training in the various areas of the State are initi- 
ated by the county agents who contact wholesalers. Retailers wishing to 
attend classes are organized into groups of 10 to 20 and instruction is 
given in stores conveniently located for each group. 


‘A series of four 2-hour meetings are held for each group of students, usually 
one week apart. Subjects covered include buying, receiving, preparing for 
display, building displays, care and handling, prepackaging, pricing, and 
problems of management, Considerable attention is given to the character- 
istics of fruits arid vezetables, as they effect breakdown and spoilage losses. 
The specialist visits each store represented in this school following attend- 
ance at his meetings to make personal recomaendations.and to discuss indivi- 
dual problems with the retailer. 


Illinois 


This program is directed at management and deals mainly with merchandising 
and management problems. Local businesses and associations are encouraged 
to sponsor the work, 


In-store follow-up work is an integral part of the program. Some skills are 
taught, as well as management problems, in order that management may teach 
the clerks how to properly care for and display produce in the stores.: 
Considerable attention was given to the training of produce salesmen as well 
as management of the stores, with little emphasis placed on the training of 
clerks. During the period of July 1951 to “pril 1952, more than 90% of the 
total number of individuals trained represented management. A tuition fee 
of :5 is charged per store. 


Indiana 


Classes in the merchandising of fresh fruits and vegetables are conducted 
on a leday (8 hour) basis. Instruction is conducted in a converted house 
trailer which vrovides facilities for a produce rack and space for 12 
trainees. Local committees on which the county agent usually serves as 
chairman make arrangements for classes. 


The program is sponsored by local wholesalers and instruction given includes 
receiving, care and handling, preparing for display, principles of display, 
packaging, pricing, buying, and general problems of retail store operations. 
4 tuition fee of 10 is charged per store, regardless of the number of 
employees attending. This tuition fee includes the meat and poultry 
merchandising as well as merchandising fresh fruits and vegetables. The 
average number from each store attending has been about 3. 


~5Q- 


Maryland 


The principles of fresh fruit and vegetable handling and merchandising are 
taught in a series of four 2-hour meetings. Emphasis has also been placed 
on extending the results of rescarch on handling and facilities to lsaders 
of the food industry. An example, has bsen the research concerning the 
check-out counter developed by the U. 8. Departmens of Agricuiture. 


Some work has been. done on a commodity: basis, such as a program with 2 chain 
store organizations to market pre-cooled sweet corn. The specialist has 
cooperated with the home demonstration agents in conducting consumer classes 
on buying, storage, and preparation of frosh fruits and vegetables. 


Massacnusetts 
ante dete me A See A pS RL RE 


The specialist works with the aid of a marketing committee composed of 12 
state and comty extension representatives who formulate over-all plans and 
policies, A sub-committee has been estabiished to plan and organize schools. 


Merketing specialists, county and home demonstration agents participate in 
the teaching of retailers. Considerable attention has been given to the 
teaching of principles as well as trimming, display aud other skilis, 


During the coming year e short course will be given at the University to 
train individials in handling and merchandising. In addition to specialists 
at the college, lea .ders from the trade will be brought in to do part of the 
teaching. 


Michigan 


. Retailers are trained at a series of 3 meetings and buying, receiving, 
storing and preparation for disvlay, dispiaying, day and night care, pre- 
packaging, refrigeration, store managemerit, customer relations, pricing, 
record keeping and advertising are discussed. 


Specialists have participated in food industry conventions, giving demon- 
strations on handling and merchandising. They have also heiped to plan a 
Nation-wide produce managers’ course for a trade association representing 
over 6500 food stores. 


Considerable attention is given to the use of the trade press in informing 
retailers and handlers concerning better handling and merchandising practices. 


Mew Hampshire 


Classes are neld in a series of five 2-hour periods. Subject matter presented 
includes care and handling of fresh fruits and vegetables, packaging, consumer 
-point of view, buying, pricing, and displaying. A steering committee of 

local retail ers is set up and given responsibility for arrangements and 
scheduling. Syecialists cooperate with the State Crocers Association, 
Industry, Bureau of l’arkets to plan the work. 


~~ 


ce 


Demonstrations are conducted in the stores to show how sales can be increased 
through attractive displays and consumer information about certain produce 


New York 


Some work was conducted with retailers and other handlers on the handling of 
certain highly perishable products prior to World War II. In general, the 
commodity approach has been followed, with the specialist placing emphasis 
on work at various paints in the marketing system where important problems 
exist. ; 


Emphasis has been placed on the extending of the results of research to the 
trade. Some demonstrations on better merchandising practices have been set 
un in stores. In general, major attention has been given to working with 
management of stores or store organizations, as well as producers, producer- 
organization and handlers. Mass media have been used rather extensively in 
order to reach many handlers. ‘ . 


Work has been conducted on the handling and merchandising of the following 
commodities: apples, grapes, peaches, lettuce, potatoes, sweet com. , 


Rhode Island 


Classes have been taught in a series of five 2-hour meetings, with subject 
matter including care and handling of fresh fruits and veretables, buying, 
trimming, displeying, pricing, packaging and consumer relations, The- 
marketing specialist has been assisted in conducting the classes by the 
horticulturist, nutritionist and other marketing specialists. 


Retail store visits played an important part in this program. The specialist 
has reported that there has been an increasing interest in other perishable 
‘ products including meats and poultry. 


Wisconsin 


Schools were conducted in Wisconsin from 1948 through June, 1952. Classes 
were conducted in 13 cities with about 750 retailers attending. Follow-up 
visits were made to more than 600 of the retailers. ni 


Classes were held in a.converted house trailer equipped with a produce rack 
and equipment necessary for operating a fresh produce department. Items 
taught included planning, building displays, receiving, characteristics of 
produce, pricing, and record keeping. 


Considerable work was done at local and state grocers association meetings. 
Other discussions of merchandising methods and techniques were held. 


This program was developed initially. to work entirely with the training of 
‘retailers. Plans’ for the coming year include work with consumers, producers, 
retailers and other handlers. 
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Work in Other States 


The above states are those in which RMA projects on handling and merchandis- 
ing of fresh fruits and vegetables have been instituted, ‘ork with the 
trade is being conducted in many other ik as a part of the ink i 
extension nian ai ; 2% . 


EXAMPLES OF 4-H AND YY MARKETING WORK IM STATES OUTSIDE THE WESTERY REGION 
L. R. Paramore 


Historically, major emphasis on 4-i Club work has been on production .and home- 
making projects. -Put in connection with these projects, considerable marketing 
educational work has been done with 4-H members relative to market grades, 
price. differences for quality, and how marketing hgh: are carried on. 


In the past few years there ae been increasing Liban Kt and activity in 4-H 
marketing work. ‘or example, Cklahoma started an RMA project a few years ago 
on livestock marketing. Part of this project deals with teaching 4-H Club | 
members how to do a better job of marketing cattle. ‘Fxphasis is placed on 
boys and girls conducting commercial cattle projects following regular farm 
and marketing practices rather than growing show cattle to be marketed at 
premium sales. “hen the cattle in one or more counties are ready for market, 
they are sorted into uniform lots, graded and sold to regular commercial 
buyers. The Club boys are brought into the market to participate in the 
grading and selling. In addition to getting first-hand exverience, they 

are also given instruction on the organization of the market, types of 
buyers, methods of selling, and perte market features. - 


Another vrogram which is sponsored jointly by the #xtension Service and the 
American Institute of Cooperation is the training of 4-H Club and YMW members 
on the function of and place for cooperatives in our economy. This project 
includes actual work involving marketing, purchasing, service, and general 
education on cooperatives. Development of the specific program to be 
carried out in any State is worked out locally by the State 4-H Club leaders, 
marketing specialists, and State extension administrators, The American — 
Institute awards up to 10 plaques in each State to 4-H Clubs conducting ‘out- 
standing programs in the field of farmer coonerative business. Top award for 
district or State winners is a trip to the summer session ofthe American . 
Institute. This award is usually sponsored by either-the State cooperative. 
council, a group of cooperatives, or a single cooperative, as may be worked 
out in an individual State. . 


In 1951, 19 States selected and sent 4-l1 representatives to the youth 
session of the American Institute of Cooperation here at Logan, Utah. Six 
States have awarded plaques given by the American institute and a few States 
have developed their activities on an individual club basis. It is expected 
that there will be about 25 States in the program to some extent this year. 
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Consideration is also being given to exnanding educational work with young 
ments and women's clubs. Information giving suggestions as to.the. type of. 
activities YMW Clubs may undertake has been prepared and sent out. to the 
State extension services. Among the things suggested on cooperatives are: 
tours, running a cooperative for one day, cooperative dramatics, aiding 
existing cooperatives in conducting annual meetings or special programs, 
serving on junior boards of directors, making individual studies of 
cooperative business, appearing on programs, etc. 


I should like to mention a few other types of State activities-- 


Cklahoma Timely Topics:--A Timely Topics contest is conducted annually. in 
Oklahoma in which a large number of 4-H Club members, both boys and girls, 
participate. They select subjects for study and discussion. Cooperatives 
has been one of the important. topics each year. . County and district winners 
are determined, and State contests are held ‘a determine sania winners, 


South Carolina Sweet Potato Project:-=For several years the South Carolina 
Extension Service has sponsored a 4-4 sweet potato production and marketing 
project. This program involves a complete teaching effort, beginning with 
selection of land and seed stock, and going on to marketing a graded quality 
pack, The State winning Club is given a trip to New York or. Boston in con- 
junction with the sale of a carload of these sweet potatoes. This has proved 
to be a very popular program in South Carolina in which both production and 


marketing specialists participate. 


Michigan Dairy Project:--The 4-H and extension marketing people in Vichigan 
have assisted in taking 4-H groups to Detroit to study the milk processing 
and distribution system in that large city. This has proved to be a popular 
type project for those 4-H members interested in dairy production and marketing. 


Ohio Pagognts--Barly this summer the people, in Chio gave a 4-H pageant, "The 
Farmers! iired !‘en,"” in a number of counties throughout the State. The pageant 
was conducted are ae a farm and was designed to tell the story of the farmers! 
cooperative as a marketing agency, a source of supplies, and a provider of 
community service, The Ohio program was sponsored by the Wxtension Service and 
. the. Chio cooperative council. This program was thought to be very worth while. 


4-H Grain _arketing:--Recently the Chicago Board of. Trade sponsored a national 
4-Ii grain-marketing program. The national winner on this project is given an 
all-expense-paid trip to Chicago to be guest of the Board of Trade and to spend 
about three days studying grain marketing organization and methods in the large 
terminal market of Chicago. So far, the States ig owas in this project 
are mostly in the commercial cash grain areas. 


‘These are a few examples of work that is going on in ober States and which I 
hope will serve as a basis for further discussion along with the work you are 
doing here in the Western States. 
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+ ed: CLUFS:, AD CONSUMER eENUA TEN 
ines evemuee - “Washington state 


Listening to the preceding talks on the need for marketing information to 
give 4-H ‘Members, I believe we could just substitute or add "Consumer 
Information" and all statements would apply. Consumer education is an inte- 
gral part of production, and marketing and does not stand alone. JBecause in 
the last analysis the consumer ae eth ett xtghe sadhe Tk See 
Consumer einen ech for 4H Club aaieret is 8 ‘part of every project whether 
for boys:or girls.” Commo di ty production has the’ consumer 4s the final 
objective.and the home: economics ‘projects are based upon wise seléction and 
use of commodities such as food, fabrics, services or furnishings, Teen” ~ 
agers are responsible for many purchases in any family. Ask the mothers and 
“fathers iand-they'1l say that in addition to choosing ‘their’own clothes, they 
sti 5 decide everything from what the family eats to what furnishings Or ° 
antomoabile to buy. Industry’ and ee el hd aware of this: “and ae haa slant 
aascaian ea bes _—— een ge 23 al 


Piblig Pola ticns with: bisined#! peopte: te: the first step in’ the consumer-" 
producer pattern, 4-H'ers need background information for aking a sale or 
‘a purchase with confidence and faitness to both parties, “An example‘of ‘this 
“in the state of: Washinetorn is’the industry ‘sponsored | Junior Poultry Exposi- 
pice for 4-H and'¥.F.A. where poultry and-poultry products are judged: from 
live through dressed state ‘and to the'codked product, -‘Thére is need for * 
similar ‘encouragement in vegetable, fruit, dairy and livestock projects. 
Judging in .these commodities: are for production factors mainly and we ‘still 
need the selection for use and why of the ‘pricing “to complete the information. 
Commodity Specialist and Administrators need to be sold on the importance of 
Consumer, Education. for 4H and make: the necessary ‘information available to 
County. Agents, 4-H Leaders and 4-H Members. lie 411 -need more information ‘on 
products raised:in our state and actually visit'or visualize them from pro 
duction’ through processing; shipping, and firial distribution and use. . 

. Knowing the economics along the way and ‘some of ‘the problems of each © . 
handlers will make the 4-H Member a better informed adult, . Sain 
Planned tours for 4-H Members through the industries involved in sauting 
their: ldcal products to the consumer isa beginning. © Follow this up with’ 
illustrated talks and’ demonstrations and the information ee a ingike oe 
Bim Bad rapa elle " 
The ree Poultry Rave sitio ‘was’ mentioned as an all over. paund terete” 
feature. Combined with this is an extra day of tours through various in- 
dustries‘in Seattle. Serv-U-Meat a wholesale meat distributor for’ hotels and 
clubs mainly has a supervisor who will teach meat' identification in his: plant 
when asked to. Sears, Roebuck as part of their 4-H public relations ‘job: ° 
encourages tours of. their catalogue store as well as their retail program, 
J. C. Penney sponsors a fashion: show for 4-H clothing blue ribbon winners. 
Professional teen-age models show suitable clothing for high and grade school 
girls, Industry believes in public relations for the 4-H age SEB ahah: ihe 
age is one ihe tree will i : 
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Consumer Education for 4-H or adults cuts across all projects and is a 
necessary part of each one. It isn't feasible to.treat it as something 
special. ‘/e all make decisions and judge selections for use and we need 
information to do a: betterasjobstusi aes? : fier 


. . »- SUMMARY OF: DISCUSSIONS AD PAPERS: 08. ~-. >. 
.- DOING VAREETING VORK WITH 4-H. AND YM. 
"+ (Prepared by: hs, R. Paramore, David Sharp, Claribel Nye) 
‘The review. of. marketing educational work with 4eH.Club and young-men and 
_.. women's: groups. indicates a wide variation in emphasis and activities among 
the western..states,. .. .. ip ‘ge Goal See 


_, -Califomia. in former years conducted marketing activities for 4=H.Club members 


through: tours to study marketing organization, methods and facilities in the 


Metropolitan areas of Los Angeles and San Francisco, These were. sponsored 


. cooperatives. This program is sponsored jointly by the Cooperative Exténsion 


tours and included specific studies of marketing farm products’ important in 
the areas where 4-H members lived. This activity was discontinued during the 
war but. plans are now under consideration for its revival... miei: a 


Several states reported educational programs for 4-H Club members on farmers 


‘Service. and the American. Institute of Cooperation.-.In 1951 the American 
Institute of Cooperation awarded plaques to winning 4-H Clubs in Nevada, 
“ashington,.and Idaho in the western resion. -- Five states, tah, Golorado, 
Idaho, jiontana, and Yashington also sent representatives from 4-H Clubs to 
the American Institute Meeting, which was held at Logan, Utah. 


Mr. Sharp, 4-H Club leader in Utah pointed out in his discussion that market- 

. ing.is an appropriate subject for all ages of 4-H Club members, provided the 
programs are properly chosen,-planned, and executed. It was suggested that 

marketing work with 4-H members may be handled successfully as.an activity. 

This, however, should not preclude specific projects with or without sponsor- 

ship, provided they are properly planned and safeguarded from commercial - 

influence. 


Considerable time wags spent in discussing the merits and demerits of 4-H Club 
- Show-sales of livestock where high premiums. are paid for prize winning 
animals. The consensus of opinion indicated that there are both good and bad 
features of premium 4-H shows and sales. It was agreed, however, that more 
emphasis should be placed on training along practical lines. 


Mr. "dlcox.of Idaho pointed out that the major emphasis ziven to 4-H. production 
projects makes it difficult to develop projects and activities in marketing. 

He suggested that many marketing agencies are Sponsoring production projects 

, and that these affect the development of marketing projects. The conclusion 
from this situation is that more -effort should be made with handlers and 
marketing agencies to stimulate interest in 4-H marketing projects. 


Miss Sunnell of ashington pointed out that there are many. opportunities for 
development of work with 4-H in the consumer marketing education field, A 
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start has been made in this field through tours. In many states seit atiny 
concerns are providing ‘opportunities for study of marketing and retailing 

through tours. i‘anagers of Sears, Roebuck and J. C. Penney stores especially - 
have welcomed these groups and explained the details of merchandising, 


Montana reports that effective use is being mace of a marketing discussion 
manual in training work with ‘veterans groups, FFA. and 4<H.Clubs. 


4-H eggz quality demonstrations ‘and livestock schools...for 4H PaNnena ene shia 
an. important part of the Montana program. The recommendation was made that:a- 
4-H marketing tour guide manual should be prepared on a regional or national 
basis. The purpose of such a guide would be to stimulate interest in 
marketing tours for 4-H members and provide suageqrtons, for different a TR Bs 
metho ds of organization, etc, 'y 


Utah suggests that there is a need for. marketing. specialists to prncens rote 
lets and folders on specific marketing problems and methods for use, as .- 
teaching aids, Special attention should be, given to writing then for wae 
interest or understanding of 4-H boys and girls. 


The general conclusion was that there are both a need and an opportunity to 
expand marketing educational activities and paadetts 7 with 4-H .and PORE men : 
and women + , . eof pd. . bas ani 


EXTENSION WORK WITH FARMERS COOPERATIVES 
Introductory Remarks - E. E. Wittwer, Nevada... 


In the past, considerable time and attention has been given by extension 
workers to the organization and development of cooperatives, but in recent 
years this type of work has decreased considerably, at least. this is true 
in Nevada. 


In my opinion, farmers cooperatives offers one. of the best avenues, open to 
extension workers, for instruction in marketing.’ The objectives and purposes 
of cooperatives are in many respects identieal to those of extension work, .. 
Poth are concerned with improving the quality of farm products , improving 
marketing methods, correcting defects and inefficiencies in marketing, re- 
ducing the spread between producers and consumers and aiding producers in. 
obtaining a higher prioe for their products. The solution of marketing 
problems require group action in most cases. The individual farmer acting 
alone cannot do much about improving grading, packing, storing, shipping, 
etc. These activities can best be handled by group action, In fact, BrOuUp. 
action is required in the solution of practically all marketing problems. 
Extension workers should therefore concern themselves with developing among 
farmers. an appreciation of ‘the benefits of cooperative action. 


Extension work with farmers cooperatives might be divided into two main 
catagories: 
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1:0 Work’ “with ’ ‘edopératives: ‘themselves in helping theni* to “become: ‘organized on” 
a sound basis: ee to operate in accordance wien good business spe scien 
2. Working’ ipouph Sod GeRAeeses as avenues’ ore Peoshing individual ae 
and Lom Bogus in marketing Pee au eae 

Extension nate tine specialists can be of: ‘God tlerab le ‘Help to "§bB be vatlwees 

in an advisary capacity in connection with drawing up by~lews and rules and 
‘éeulations: by “which the association will be governed?’ They can: ‘also assist 
in’ educational programs ,~ in “teaching members the- basic peace s asi ahs 
tion and the benefits te al derived from: edoperative eB aa in y am ; ital 
one“of the chief react forthe failuré of cooperatives: is the" 1aék: ot! 1éyal 
and enthusiastic support of its members. The mandzér-is ‘often left largely” 
on his own, and may become so involved in trying to maintein volume and ee 
ome tition” that the basic’ principlés and purposes: cts the’ ‘cooperative : ‘aren: 
forgotten.” “Continutots éducatiénal work is’ necessary to ‘maintain interest: and 
the loyal support of ‘members. Extension specialists: ‘can be of real. service”: 

to cooperatives in helping to: put over these educational progranis and’ saintain 
a loyal}. ome Eat Ds | 
Since the cooperative is a farmers eeoanteneien theysdbaxt 6 it’ ter’ th fora 
tion and help in solving many of their problems. As a result the extension ° 
worker will find it a good avenue and convenient method of reaching many 
farmers and getting their interest and cooperation on projects he 1s sponsor- 
ing, that he might Ora ee peek: ee able to mg 


It appears to me, therefore, that our atentaston for this afternoon on 
"Rxtension work with’ Farmers’ Cooperatives" is ‘one of considerable importance 
tO Rue Dg ton workers... 


t saa Pte a, en a. & bier we ond ae 
F te FS ee es a es Re gee Pa 


“sd fen at 
Ye aa . 


EXTENSION WORK WITH FARMER COOPERATIVES FROM THE 
NATIONAL NTEWPOINT 


eedeisiiectaies BA be “Le ahs Paramore 
My main ‘purpose ‘is to. give. ‘you a “brief summary of ‘the types of Sducational 
work on’ ‘cooperatives. carried on in ‘different States. Since’ you of ‘the’ 7 
Western ‘States will discuss your’ own programs, Iwill try and confine my 
remarks on State programs to those outside of this “region. "— 


Farmers" cooperatives, have ‘had a" long history of development ‘and SOGWER 4 which 
ina ‘large measure* parallels the development and growth of cooperative ° 
extension work. | From the very beginning of organized extension work, ediica- 
tional information and assistance have been given to farmers in organizing 
and conducting cooperative marketing, purchasing and service associations. 


Sp edhe 
4 a 
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Approaches by States: 


There are a number of States that employ full-time specialists to give 
leadership and assistance in educational work with cooperatives. Such 

States as Texas, Pennsylvania, ‘‘ichigan and Virginia are following this 

plan. In other States, extension economists in marketing spend a consider- 
able share of their time working with cooperatives, Still in other States 
work with cooperatives is approached on a commodity basis by those specialists 
carrying on educational programs through the commodity approach. Finally, 

it should be. said that in some instances educational work with cooperatives 

is rather limited. 


In 32 States cooperative councils are organized and functioning. In 13 

of these States, the secretary to the State cooperative council is either 
an extension or an experiment station employee.. In those States operating 
under this type arrangement, it is only natural that. the State. extension 
marketing specialist serving as secretary to the council will give a 
considerable portion of his time to educational work on cooperatives. 


In most of the States, the cooperative councils. employ either part-time 
or full-time secretaries. These people work, closely with the cooperatives 
within the individual States concerning both educational, legislative, and 
public relations problems. The relation. between the State councils and 
the State extension services is of the finest type. In those States 

with State extension economists serving as cooperative council secretary, 
there are some things which must be given special consideration. A State 
extension economist is not in position to carry the banner in connection 
with legislative and some public relation problems of the cooperatives. 
While there is this disadvantage to the State extension economist in 
marketing serving as secretary to a State council, there are advantages 
which, in the opinion of many of the States, more than offsets this 
problem. 


Relations with Farm Credit Administration: 


In considering educational work with farmers' cooperatives, it is essential 
that we give recognition to the fine source of research and technical 
assistance that has been available to the cooperative extension service 
through the Cooperative Research and Service Division of the Farm Credit 
Administration, Harold Hedges and his group of men have provided a right 
arm to extension in working with cooperatives. The research of this group 
is basic to good educational work and their service as technicians in the 
field is being used quite freely by a large number of the States. 
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Types of Educational Work 


There are four types of educational work being done by State extension services 
with farmers' cooperative organizations, These involve technical assistance 
and information along the following lines. 


_ 1, .Crganizing new cooperatives. 
2 “lorking with existing cooperatives. 
Os. working with boards of directors and management. 


4, Giving commodity marketing and purchasing assistance for 
specific products and supplies. | 


‘The first Rede items covered. involve what we may term educational work on 
functional problems of. farmers' cooperatives, In those States having full- 
time cooperative specialists more attention is given to this functional 
problem, In States where we have more emphasis placed on commodity marketing 
and specific cooperative service, more emphasis is placed on improving market- 
ing, purchasing and service efficiency by different subject-matter specialists 
according to their special interest. 


This is. rather brief statement concerning cooperative work carried on by 
State extension services in the other parts of the country. ‘ost of you, 
however, are quite familiar with the different types of work that have 
been mentioned and I believe that this will be sufficient to serve as a 
basis for discussion of educational work with cooperatives as applied to 
the, problems you have here in the Western States. 
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WORKING WITH COOPERATIVES 
Re. Wilcox, Idaho 


Idaho agriculture is serviced by an adequate number of cooperatives for the 
most part. Cooperatives are available, in other words, to almost all Idaho 


. farmers. Adequate numbers and geographic distribution aren't necessarily 


‘synonymous with adequate service. Securing adequate service from existing 
cooperatives presents a different problem than securing cooperative service 
where the organizations do not yet exist. | : 


The Idaho Extension Program has held rather consistently to a general educa- 
tion program with cooperatives. Perhaps this program is related to a tight 
personnel situation but in any event auditing and legal assistance have been 
left to commercial services. /issistance has always been made available to 
new groups investigating the possibilities of forming cooperatives. This 
has consisted of discussing cooperative principles with the groups, discussing 
what could be done through a cooperative and providing sample articles of 
incorporation and bylaws. If the organization is to be a simple one the 
‘group may go ahead and write their own articles and bylaws. Tf the organi- 
zation is more complex, Extension suggests names of lawyers who have 
experience in cooperative law'and are in a position to draw up the proper 
papers. 


There is a Cooperative Council in Idaho with which fxtension works in setting 
up statewide and district meetings where cooperative topics are discussed. 
Topics for discussion in these meetings usually revolve around operating 
problems of coops. The services of particular cooperative specialists are 
secured depending on subject matter needed. Their presentations are 
supplemented by local participants. For example, in April 1952, Extension 
cooperated with the Council in setting up a statewide meeting dealing with 
the 1951 Revenue Act as it applied to cooperatives. Lyman 5. Hulbert, 
Cooperative Attorney of Washington, D. C., and George Waas, who specializes 
in cooperative accounting with FCA came in to take the major load at the © 
meeting. Typical topics discussed in other meetings included public relations, 
membership relations and financing methods. ' i . 


Educational Needs . 


Operating problems need considerable attention in cooperatives. Financing 
is one of the big jobs facing cooperatives in our State. Plant and 
inventory financing runs into large sums today with the competitive situa- 
tion adjusted to the activities of a strong cooperative, The operating 
margin is small in most cases and the opportunity to accumulate capital from 
revolving fund plans is limited. 


Member education is a continuing need. Here we should work with those in 
cooperatives responsible for membership education. The larger the cooperative 
the greater the job of keeping members informed as to their rights and respon- 
sibilities and getting them to recognize and accept these rights and 
responsibilities. ' 
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Management needs education too. I thought the discussion by Carlson at East 
Lansing at the American Institute of Cooperation this year on functions of 
management was most timely. Too many boards of directors and managers dontt 
fully understand their job. 


Education is needed on the place of agricultural cooperatives in the business 
scene, how to meet criticism ina constructive manner and other similar topics. 
Too many cooperatives take a defensive position on these matters and withdraw 
fromthe business scene. They need to participate in community activities 

just as much as any other business. They also need to know something of the 
use of the cooperative form of business in nonagricultural business and why 

it is used there... ; ett pil 


Methods of Meeting Needs . 


te will by necessity continue to operate on a group basis in working with : 
_ cooperatives. Operating. problems will be handled in. statewide and. district 
meetings.. : sea 1 airy 


Member. education in addition will be tackled through youth and veterans groups. 
No program of work with: individual units is.contemplated. We will accept 
invitations to annual meetings. to discuss cooperatives. . Individual contacts 
will be made but stress will be placed on activities and problems which can 

be handled in group meetings or on a commodity basis rather than on problems 
peculiar. to the particular cooperative. ; 


_ THE EXTENSIOWN PROGRAM FOR COOPERATIVES IN CALIFORNIA 
| RL C. Rock, California 


With one of. the main objectives of this conference to exchange ideas and 
experiences on what.we are doing.in our. respective states and how we are 


_ accomplishing our aims, I would like to confine this statement to our 


experiences with the cooperative program, You are all aware of Extension's 
responsibilities in the cooperative field and for that reason I will not 

dwell on our responsibilities and policies. Rather, I would like to. treat. 
this subject much as a physician does--first, examine and recognize the 
patient and then to treat the patient with the methods and tools which we 
have at our command. In using such an analogy, I do not wish to make the 
distinction between health and.sickness but rather make. the: practical approach 
of first recognizing the character of.cooperative development in California 
and. then. to comment on the methods and tools. which we are using. 


First, a word about the patient. California has a long history of cooperative 
endeavor, l\hat may be thought of.as the beginning of the. cooperative movement 
in California was the organization of a group of farmers! clubs in. 1871 and 

_ 1872, Cooperative marketing as we think of it today may be said to have 
begun in the mid 1880's and early 1900 when the fruit industry began to oute- 
grow the lush eastern markets which had become available when the early 
transcontinental railroads opened the eastern markets. From this early be- 
ginning, cooperative enterprises have successfully developed in many of Cali- 
fornia's important agricultural industries. A list of such industries would 
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include poultry, dairying, livestock, grapes, prunes, apricots, peaches,, figs, 

» citrus, almonds, and walnuts. Among the well known names of California 
cooperatives are Sunkist Growers, Inc., Poultry Producers of Central California, 
Challenge Cream and Butter Association, Sun-Maid, California Prune and Apricot 
Growers Association, California Almond Growers Exchange, California ‘ialnut 
Growers Association, Calavo Growers of California, Mutual Orange Distributors, 


.  €aliformmia Fruit Exchange, California Lima Bean Growers Association, California 


god GEQwers Association, and Caieromse: Turkey Ghaue re Association, etc. 


Tinea the development of cooperatives in Galifornias the Extension Service 
has attempted to assist cooperatives by developing an educational program to 
meet the needs of the time. Prior to the enactment of marketing agreement 
. legislation in 1934, much educational work was done by i'xtension and the 
- University of California in the furtherance of sound cooperative growth. This 
was. the period during which cooperatives made many attempts at market stabili- 
zation, orderly marketing and surplus control, and much was learned about the 
possibilities and limitations of voluntary cooperative associations. ‘jith 
the advent of compulsory industry control programs under the marketing agree- 
ment laws, the emphasis of the work done by Fxtension was shifted to cover 
this field of work, From these highlights in the history of cooperative 
development in California, it can be seen that the Extension program has 
passed through two distinct phases of deve lopment and now may be considered 
to be in a more mature stage. 


Now that we have recognized the breadth and scone of cooperative development 
in California, let's view. the present !xtension program in the field. First, 
I am sure that you will agree that it is a field that challenges the time of 
any Extension person and the most practical problem in the State is one of 
allocating one's efforts between a cooperative program and other work in the 
over-all economic and marketing field. 


In brief, our program for cooperatives has been carried on in recent years 
jointly by “Mr. George B, Alcorn and l'r..Robert C. Rock in combination with 
the broad field of economics, The work has mainly fallen into two classes-- 
work with the larger established cooperative enterprises and work with small 
associations or groups of growers contemplating the formation of cooperative 
ventures. The greatest emphasis has been placed with the latter group. 


In order to give examples.of the type of work which has been done with these 
two groups, I will first consider the program with the larger and well 
established cooperatives with many years of successful operation behind them, 
The work with this group is varied. Vie have found that our greatest contri- 
- bution has been in the form of membership information, both in regard to : 
industry outlook as well as cooperative aims and operations, Membership . 
participation and knowledge about the association are the keystones for a 
successful cooperative, and we have found that with the passage of years: and 
the turnover in membership that Extension can do much to keep members’ in- 
formed, This program with members has been carried out mainly at annual 
meetings with specific associations. iie have also worked closely with the 


.: Foard of Directors of some associations to help evaluate the reorganization 


of the association as well as to counsel on other policy questions. One of 


«5a = 


. the problems arising under Sages ‘type of work is the situation in many estab- 
lished cooperatives known as "one-man" associations, Such cooperatives which 
have been inspired attd léd' by afew individuals are now finding that these | 
. individuals are ready for retirement, which presents: the problem of obtain- 
ing or a canes peal ge Habe eet for management . 


TS ¢ Peete group of scepetatt eee ine uaes the smaller cooperatives and groups 
of growers: contemplatiig the formation of a cooperative venture. — It te in 
this field that we have placed most emphasis and fee] that we are most effect- 


ive. The effectiveness of our work along ‘these lines cannot be measured ‘by 


the number of cooperative associations which are formed with our assistance 
for we feel that the large number of’ proposed cooperative enterprises which . 
we discourage are of equal importance. This work of cowrselling with. groups 
-of farmers on the feasibility of cooperative undertakings includes marketing, 
ni lglg 8 bargaining, as well as special service ‘types of cooperatives, hes 


As en example of this type of. acne? Ps ose like to mention the situation 
of Alsike clover growers in the Tulelake area of California. On the’ request 
of the farm advisor at Tulelake, we visited the area and conducted a’short | 
survey on the marketing problems connected with Alsike clover. The major ~_ 
marketing problem facing farmers in the area was to’ maintain and realize | 
the premium price for their high quality seed; which was sold in national 
markets mingled with lower quality seed. A growers' meeting was’ held to 
discuss the possibilities and limitations of cooperative marketing and interest 
was shown in the’ formation of a cooperative marketing association. ‘In coopera- 
tion with: the: California Farm Bureau, the economic feasibility of" such ‘an 
eriterprise was discussed and as a result the Farm Fureau actively assisted 

the group to incorporate. ‘Vlestern Seeds, Inc., as the association is called, 
now‘has about forty members and marketed close to one-half million ‘pounds of 
Alsike clover during the last season. 


Another similar example ig that of a small group of alfalfa seed growers in | 
the Hilmar section of Merced County. At our first meéting with ‘this group 
wefound that ‘the growers in this section were growing a special strain of 
alfalfa seed of wilt resistant quality and long life and were receiving 10¢ 
per pound premium on the open market. As this localized seed production 
could not be certified under the certified seed program, the growers were 
interested in some other way of protecting buyers from paying premiums for 
inferior seed, Following the original meeting, discussions have taken place 
with this group and’ assis wile was Saag in the inco rpo ration of the 
association. ;' 


These are only two examples of the type of work with small groups of growers 

in the cooperative field. As can be noted, they are small cooperatives and. 
small compared to the large and established cooperative associations in 
California, but none the less they offer a program of wo rk that can effectively 
be met’ by Extension teaching. A more complete list of projects” in this field 
includes work with dairymen (assisting in the formation of artificial 
insemination associations), livestock transportation associations, egg bar- 
gaining associations, purchasing associations and grain cleaning associations. 
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WORK WETe PARI COOPERATIVES I’ OREGON 
Ee F. Coles, Oregon 


Oregon State College work with farm cooperatives has proceeded continuously 
Since 1913, What with the perspective born of time, four rather distinct 
service phases can be made out over the 39 years: | 


a) 1913-1919. The somewhat stumbling efforts at organization with 
the limited know-how. and helps. The fallacy prevailed that 
‘cooperatives could be built to a fairly wiform pattern. Too 
much emphasis relatively was placed upon retail food distribution. 


b) 1920-1927. The era of expansion, much of it characterized by 
high pressure, and by more zeal than business judgement. The 
agonizing failures of two large concerns did, however, lay 
the ground work for sounder business institutions to come. 


c) 1928-1934, The period of consolidation, internally as to 
organic and fiscal structure, externally as to joint action 
among cooperatives the better to reach distant markets, 


d) 1935- to. date. Here came the rise of the supply companies, 
their joining sel regionals for greater purchasing power, 
and the developnent of supply departments by many marketing 
organizations, Marketing regionals of the federated type 
became established. 


The service developed and expanded along business administra- 
tion lines with the zone of activity meeting that of the legal 
profession on the one side, and that of public accounting on 
the other. 


Current activities include: 


a) New orrsanizations, Only about six a year. No promotion. 
Sharp tests of need. Organization and operating plans — 
built upon local views, experience, community customs. 
Exhaustive financial (and marketing) analyses. Docu- 
ments prepared to formalize local plans but submitted 
only subject to review by legal cousel. 


b) Liquidations. Again about. six a year. Detailed analyses, 
mostly financial, to provide basis for decision. Orderly 
PER SeRUES outlined, Employment of legal counsel required. 


c) Boceeon eetions Under way all the time, internal, and by © 

merger or purchase. Typically extremely involved, business 
-and financial analyses made, legal counsel and audit reports 
a condition of service. 


ad) Finance. Capital sources, structure and handling. Emphasis 
on receivables, working capital and rotation of equity 
interests. 
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e) Accounting, as a tool for management, directors and members. 
Popularization of financial reports. Constant promotion of 
adequate accounting including a firm service policy on 
monthly statement and annual professional audits. 


f) Tax status. Never through with that one. 


ge) Law. 45 attorneys service Oregon farm cooperatives, the 
result of many years of firm insistence that every 


commercial institution needs legal counsel of competence 
and of acquaintance with operations. Some work is done 
directly with attorneys, not always with knowledge of the 
siicobe’ te ORES a 


h) Personnel, Increasing emphasis on getting, training and 
' using employees including managerial. ‘Work on, member- 
“and public-relations has been inadequate. ise 


i) Factionalism. Objective "sounding board" service, per- 
haps too much — ites eect ee 


j): Agricultural Cooperative Council of Oregon. A highly 
effective educational and service channel, but the 
secretarial duties per se draw from educational work 
needful of doing. | | 


k) “iscellaneous. tmidentifiable, unpredictable, in- , 
computable, substantial. : REPOS 8G 


SUMMARY REPORT - EXTENSION WORK WITH FARTER COOPERATIVES 
(L. R. Paramore, R. W. Wilcox, R. C. Rock) 

Farmers cooneratives offer one of the best avenues open to extension workers 
for assisting farmers with their marketing problems. The purposes and ob- 
jectives of cooperatives are in many respects identical to those of the 
marketing specialist. Poth are concerned with improving the quality of*farm 
products, improving marketing methods, correcting defects, atid inefficiencies 
in marketing, reducing the spread between producers and consumers and aiding 
producers to, obtain higher prices for their products, 


Since group action is’ required in the solution of practically all marketing 
problems, farmers cooperatives provide a very good channel through which to 
obtain cooperative action on many problems. — | pen, ; 


In the opinion of the committee on Extension work with cooperatives, the 
opportunities and responsibilities of extension workers in connection with 
cooperatives is very well covered in a recent'article by T. K. Cowden, In 
this article Mr. Cowden first points out some things that are not the 
responsibility of extension workers. These may be briefly summarized as 
follows: : re 


ley aye 


1. It is not the responsibility of extension workers to act as propogandist 
for cooperatives. They do not need that kind of help and it may hurt the 
cooperative and also the college. 


2. It is not the responsibility of college employees to be chore boys for 
cooperative managers. College staff members should not do jobs that can be 
done just as well by cooperative employees. 


3. It is not the responsibility of extension workers to perform routine 
services for cooperatives, such as making audits. 


Extension workers may, however, assume the following responsibilities in 
connection with cooperatives: 


1. They should provide an educational program pertaining to the place of 
cooperatives in our society. 


2. They should take the initiative in an aggressive, hard-hitting program 
of education in cooperative principles and practices. 


3. Extension workers should have a program to educate the members of the 
cooperative, so that they, not the hired employees, can run the association. 


4, Educational programs on the broad economic problems facing society, should 
be sponsored so that members can be better informed as to where their particu- 
lar interests fit into the over-all picture. 


5. An ageressive educational program in all phases of agricultural produc- 
tion, should be conducted to promote efficient farming and the various 
technical skills. 


6. The college should provide general business and commodity outlook 
information. 


7. The results of research should be given to cooperatives. 


8. Extension workers should assist in analyzing the need for new marketing 
agencies, and assist them in becoming organized. 


9. Trends affecting the operation of cooperatives and other marketing agencies 
should be analyzed and explained to members, such, for example as the direct 
marketing of livestock or the use of paper bottles in the distribution of 
milk. 


10. Extension specialists might make business analyses that can be used in 
advising boards of directors and managers in the operation of their 
businesses. 


ll. Colleges should train present and future employees of cooperatives in 
regular college courses or in short courses. 


12. Extension workers should not hesitate to tell the management of coopera- 
tives when, in their judgment, they think the cooperative is wrong. 
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In eeneral, emphasis. should be placed upon providing the ‘management. of-- 


cooperatives with information which they need to cope with the many problems 
they face in runing their business. oa aaah? td Sas Kay Sia kcal 


OUTLINE OF MARKETING IN POWATION WORK Tit MOWTAMA: 
| gies Saectccey 


Farmers ‘and some processors, and handlers have received help through extension 
programs on market prices and outlook, also of ways: to improve handling, 
buying, and merchandising. The specific activities sponsored in the past 
' year‘as media for dissewinating this information are as follows: 

Schools 
1. Livestock marketing.schools to improve producers’ bargaining power ‘through 
a better mderstanding of grades, prices, alternative outlets, etc, — 

a, Attendance -:?.F.A.,.4-H, Veterans, County Agents. 


2. Dairy marketing school to improve appreciation for dairy products and 
give! instruction on care, processing, and handling that result in improved 
a. Attendance - producers,.plant men, County Agents. 
3. Grain marketing schools - to improve producers’ knowledge of quality 
and. value and present, information on preventing contamination. 

a, Attendance = Producers, County gents, and elevator operators. © 
Demonstrations in above schools and other meetings 


1. Ewe grading demonstration to teach proper selection. 


Zs HOS carcasses - meat vs. lard typé to direct production to profitable 
types « 


3. Quality egg demonstration to improve farm handling. 


4.6) Milk quality.and,.value of milk in diet compared to other products in 


“-; prices. 


4 


Publications prepared to disseminate information 


- “Looking ahead. folder. - printed, periodic, prepared by Extension Agri- 
cultural Economics staff. : bas 


-2. Marketing and outlook letter - periodic, less wide distribution. 


3. Your marketing problems - discussion euide, useful for County Agents 
or discussion group leaders to conduct an educational meeting on marketing. 
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Personal contacts and tours 


1. Auction Market 

2. Public Market 

3. Packing Plants 

4. Cooveratives 

5. Producers 

6. Feed Yards 

7. Retail Store 

8. ‘Milk Processing Plants 

9. "Pest Fuys" of Fruits and Vegetables 


General 


1. Radio - used intermittently 
2. Newspaper - used frequently 


MARKET I?) FORVATION “ORK IN UTAH 
Morris H. Taylor 


What is the job of the Extension Service? Its purpose, as defined by the 
Smith-Lever Act, is “to aid in diffusing among the neople of the 1’. S. useful 
and practical information on subjects relating to agriculture and home économ- 
ics, and to encourage the application of the same." Now let us keep this in 


mind and apply it as a test on marketing information work. 


Along with this we should also consider a statement of our RMA Committee 

issued in April 1948 as follows: "Extension Service vrojects should deal 
with ge marketing problems and should be designed to obtain definite 
results." 


It is important to establish just what is meant by market information. I 
like ¥. L. Thomsents definition as follows: "Includes all facts and their 
interpretation bearing on the present and prospective market value of 
commodities." 


If we accept this definition, then we will be doing four things; namely, (1) 
assembling and (2) analyzing information, (3) presenting facts, and (4) 
interpreting them. Again it would seem desirable to set up some distinction 
in types of market information. The first is often referred to as market 
news and the second, outlook, the third marketing practices, The first’ 
will deal largely with current situations or immediate future,while outlook 
connotates longer-time trends, Marketing practices refer to all the 
physical processes of buying, selling, and moving stock in marketing. 


Purposes in pean and disseminating market information: 
Bodin 4 ~ et Increase ne mowledge of farmers and market representatives. 


2. Change the attitude of the individual. 
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3. Change the behavior of the individual. 
4, Influence thinking and action of groups. 
Need for market information program through extension: 


1. Too few people had access to needed information and many who did could 
not interpret the information. 


2. Government reports tended toward involved statistical presentation. 
3. Frequently, not all “acts were presented. 
4, Definite bias appeared in mich information being distributed. 


5, Interpretations seemed hedged excessively, few analysts made decisive 
statements. 


Utah's Information Program: 


1. Information is assembled from scanning, reading, or studying (as they 
deserve) literature from many sources public and private. 


2. Information is filed by subject matter and significant parts are developed 
for further dissemination within the State. 


3. Several significant statistical series are tabulated and plotted currently 
to aid in the recomition and interpretation of market phenomena. 


4. A weekly. one-page economic news letter is prepared primarily by our group 
in extension economics and marketing, This letter called "Let's Look Ahead" 
is distributed through coumty agents to 1500 key individuals within the 
counties. Articles are adapted for daily and weekly newspapers from this 
material. Several county agents also use these releases for their weekly 
radio programs or news colums. Some copies are moiled directly from our 
office to market agencies, *.f,A. supervisors, State Department of Agriculture 
supervisors and others. Acceptance has been good and redistribution of infor- 
mation quite satisfactory. Emphasis has been placed on brevity, on broad 
subject matter, on timely information dissemination and upon preparation in 

a readable style. ‘/e've learned that this is quite an undertaking, 


5. Outlook meetings are held in most counties at county agents’ requests-- 
use outlook chart slides and discussion questionnaire. 


6. Tours to market areas both in state and out of state have been used very 
successfully to disseminate market information, 


7. Schools-«feeder schools, a wool school, and a poultry school fostered by 
county agents and industry groups--have been used successfully to conduct 
demonstration, show slides on marketing subjects and review various market- 
ing problems. These schools are conducted on a regional] basis and are 
intermittent in nature, 
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8. Union Pacific Agricultural Car last year highlighted livestock conserva- 
tion, Extension livestock marketing specialists participated in every 
community where the program was held. 
9. Publications prepared include one on livestock conservation and one on 
weighing farm products, These fact sheets are brief, illustrated and attempt 
to answer a pepegetee problem raised by a farmer. 


10. Radio and newspaper are both used intermittently by specialists concerned. 


Future “Needs--Present program still falls short of meeting needs of people in 
Utah, 


Facts needed to enable us to ae a more effective job: 

1. Contract prices (current). 

2. Prices of livestock at various auctions (broaden coverage). 
3. Prices of dairy Be death particulerly in California. 


4, How to describe changing price situations thet seem to have little or no 
relationship to known fac tgs 


5. How broad a mailing list should the Extension Service maintain? What 
proportion of farmers to cover? 


6. Develop more keys or techniques for appraisal of situation--chart 
devices, etc. 


7. Broader system of reporting on prices and situation of all products in 
Utah. Now working with PMA, Livestock Branch to get more correspondents 
in Utah.) Still many market agencies have "dope" long ahead of producers. 


8. Marketing costs and shrinkage--market weighing condition in relation to 
price as well as grade. 


9, Variation in market acceptance--sorting practices on lambs. 


10. Sources of informatione-reliability. Is it a representative sample? 
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EXA) PLES OF HOW OTHER STATES see HAPTERTNG IN FORVATION WORK 


R. Ce ‘Scott 


The following is an outline of some points of interest regarding marketing 
information programs in Pennsylvania, Indiana, and \‘ashington. 


A. Pennsylvania (RMA Project) 


l. 


Subject matter is sib on a commodity basis, with particular 
emphasis on poultry, eggs, fruits, and vegetables. There is 
close cooperation ee the commo dity marketing specialists 
and the project leader. ; 


Information distributed to farmers end marketing agencies through: 
a, Extension News Uditor - news releases. 
b. Extension Radio Editor - radio releases 


ce. Couty Arents - news releases, Pennsylvania Farm sah vsabtiner onl 
television, special radio programs. 


d. Trade journals, house organs, magazines - rnb articles and 
short items. 


e. Correspondence courses = marketing course. 
Examples of activities during the past year: 


a. News releases to newspapers,. magazines, and trade ste diy 


v 


De Monthly radio recording, "Farm Business ee sent 


to 29 cowmties for use and 34-radio stations. 


Ce "Poultry Market Digest" “ 5400 copies circulated in 17 
counties. 


d. Wimeographed circular, "Farm Prices and Consumer Incomes," 
sent to all counties and 500 farmers. 


ee Set of slides "Are Food Prices Too High," made available 


to county workers. 


f, Exhibit "Farmer's Share of the Consumer's Dollar," 
prepared for Allegheny County lair. 


ge Leaflet "Inflation, Its Cause and Control," made 
available to all cowmty workers. 


h. Bibliography of films available on subject of economics 
in marketing. 


D. 


lép.. 


i. Compiled economic and marketing data for use by trade organi- 
zations. 


j. An analysis of the tobacco marketing situation. 


Washington (PMA Project). 


1. 


a 


Prepares a monthly printed circular "Keeping up on the Farm 
Outlook.” About 10,000 copies of each issue are. printed, and 
distributed to producers, farm organization leaders, handlers, 
bankers, federal and state agency representatives, etc, Stresses 
both current and longtime outlook. These goroutcfhom: cotlege 


: mailing room, County agents help set up the lists. 


Monthly Outlook for “ashington - special to County Extension 
agents, A mimeographed report of several pages goes further 
in interpretation than printed circular. 


News and radio releases, About one a weelz of each goes to 
large daily papers and radio stations. Articles from 
circular are also reprinted in weekly papers and farm 
magazines. 


Scanning the markets - a weekly radio talk (15 minutes) each 
Monday Noon over local college radio station (Pullman). 
Discusses current marketing information and markets for 
“Washington farm products. Goes to a limited number of farm . 
organization meetings. 


Indiana (RMA Pro ject) 


l. 


3. 


Prepared monthly publication "“conomic and Marketing Information 
for Indiana Farmers." It is estimated that this publication is 


read by between 75,000 and 100,000 people. 


This monthly publication is supplemented by a series of outlook 
meetings in fall and at irregular intervals during the remainder 
of the year (165 meetings attended by 22,210 people during 
fiscal year 1952). 


Prepares a "Produce Supply Report" during spring, summer and 
fall months with approximately 650 copies of each report 
being published, This report is prepared to give buyers who 
purchase produce in Indiana an opportunity to locate and 
anticipate the local supply. A companion report, prepared 
weekly throughout the year gives the consuming public best 
buys on fruits and vegetables weekly. 


Other States 


Marketing information work in many of the states is prepared and dis- 
tributed by the Commodity “Marketing Specialist. While much emphasis 
is placed on outlook work, attention is given to the movement of crops 
during the season, storage holdings, etc. 


- e6Z— 


- Marketing Information -Summary 
Morris H. Taylor, 2. C. Rock, T. F. Coles, H. R. Stucky, Chairman 


In order to limit the scope of "Doing Market Information ork" the Report 
Committee defines market information as including all facts and their inter- 
pretation bearing on the present and prospective market price of commodities. 
Varket information is presented as. "market news," as "outlook" information, 
and as information on marketing methods and practices... 


Market news -information is disseminated. as current news and as market reviews. 


Outlook data necessitates assembling raw data, and using this information 
along with data from various sources to determine. trends and from these 
trends project price movements. 


Marketing methods and practices are determined from a study of literature 
end from a study of conditions in the marketing channel. Presentation of 
findings is usually best accomplished on tours and in demonstrations. 


Problem: 


Representatives from inost of the vestern States felt a-decided need for more 
market information. Special mention was made of-lack of information on 
market prices for significant movements, lack of analytical statements in 
market reports and general lack of. published.materials on marketing methods 
and practices. ; . 


Most states rely on PMA market news division and the crop estimates section 
of PAE for current price information and prospective production data. ‘‘any 
commented that the volume of marketings reported at terminal markets for 
livestock is entirely too small in many cases to represent sales at auctions 
and at country points. Information on many crops..such as seed production 
and prices was entirely inadequate. Oregon was distinctive in this regard 
in’that they gather and report daily market price data. eekly or periodic 
market reviews are prepared.in most States to aid producers to understand 
movements and predict. price trends on. the products he produces. Most 
States publish an economic news letter or outlook circular .disseminating 
this information. On the other hand there is a meagre amount of published 
information on marketing methods and practices. . a 


The following activities were suggested for follow-up: 


1. Encourage. and help PMA to set up price. reporting on country and auction 
movements of livestock. . 


2. Aid RAE to improve coverage on production prospects for commodities 
now poorly covered such as grass and legume seeds. 


3. Cooperate in publishing needed materials on marketing practices and 
methods. - | . 
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TEACHING AIDS IN MARKETING WORK 
Ge Alvin Carpenter - Chairman 
(Outline of Discussion) 


Can we sell Extension work in "the field as the commercial man sells his 
product? This is our challenge. 


Our teaching devices should be carefully ‘chosen and choice should be governed 
by what we are attempting to do. 


Choice of teaching device depends upon: - : 
1. Educational objective. 
p Reach a ‘ciciai or shane an attitude. 


de Get aude 23 act or aires eive them information (sell tem or just 
tell tem). 


2. ‘that device will get and build the interest of the group? 


3. ‘What device will aid most in bringing a clear understanding of principles 
involved (get learner active if vie is to take place). 


4, ‘that method will insure development of ability needed? 
As teachers we must: 
1. Develop our understanding of on behavior. 
2. Increase our skills with the proper tools. 
3. Have our teaching objectives well in mind, 
Route of effective teaching: , 
1. dencare their errersst (stories or Aereent to manipulate). 
2. Keep them interested (stories, demonstrations, participation). 
3. Pe sure they understand (use simple words and full -explanations). 
4, Help them remember. 
Use promptly 
Give a good summary 
Give reference material to take home 


How to stir people to action: 


1. Let them talk to "set it off their chests". 


~ Bide 
2. Get them ready to learn. 
3. Give them the facts. . 
4. Get them involved in making a decision. iiost people tend to agree with 


a suggestion of a neighbor or friend, but they are more apt to act if 
decision making has been accomplished in this way. 


“Use of Visual Aids in Consumer Education 


Ruth P, Tippetts 
Beatrice S, Tanielian 


The Problem: 

The prospective consumer has many values to weigh in shopping for eggs. 
Differences in size, grade, packaging, storage, and use are represented among 
the offerings in a typical grocery store. 


The Objective: 


To give rs. Consumer the essential facts that will make her an intelligent 
‘buyer of eggs. 


Visual ids Prepared and lsed in Demonstration; 
1. Flannel graph with lettered placards showing elements to consider in 
determining relative value. (This is more convenient’ than 2 blackboard, 
less time consuming, and easier to manipulate.) 
2. Grocery display including the following items: 

a. Display rack (used for many demonstrations). 


b. Price tags (also used and reused). 


ec. Samples of all different offerings representing differences 
in value including; 


(1) Graded cartons of different sizes end erades. 
(2) Producers brands. 
(3) Distributors brands. 
(4) Ungraded sacks. 
(5) Ranch eggs 


3. USTA egg grade charts (available from Hi", USDA). 
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4. Egg Buyers Guide, (a Se ah ad available from Heong aA GENES + USDA, 


5. Bee s representing seimanes in quality to break .in a dish to "show" 
differences explained in demonstration. - 


The Demonstrations 


The relative merit of each sales offering was given in terms of its knom 
(and suspected) components of value such as size, quality, etc, 


Application of Teaching Aids to a Marketing Problem 
Leon Michaelsen 
Identifying the problem: 


Sixty percent of cattle sold were delivered and weighed on country scales. 
One out of every 12 scales tested at public markets was out 10% or more. 
These scales are tested and corrected every 2 to 6 months, About 2/3 of 
large capacity livestock scales in Utah were not tested in 1951, Scales at 
some auctions fail to meet minimum standards set up by the Supervisor of 
Weights and Measures, Many cases of loss (or suspected, loss,) from weighing 
on inaccurate country scales or from scale manipulation by buyers come to 
our attention. 


The Problem: 


Teach pivaetens. some of the fundamertals of seeLes and weighing so they may 
protect their interests more adequately on country sales. 


Diversified Extension Program BeROTECaae 


1. Facts collected from supervisor of weights and measures, private scale 
companies, PSA officials and many other sources.. ' 


2. From these materials we determined (1) Several. quick checks to make 
on a scale to see if weighing accuracy is above suspicion, (2) How scales 
should be operated, and (3) ‘ays in which weights might be distorted. 


5. From these lists we determined what pictures were needed to nut this 
story on slides and a;description was written of each situation. 


4, Pictures were taken and a slide syllabus completed so that county agents 
might use the materials directly in an educational meeting. Some, slides 
were prepared from copying typed pages, small charts, and graphs, and small 
pictures, These contribute greatly to a slide series. 


5. A fact sheet was written and published to provide the producer with a 
"take home" reminder, 7 
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6. Two scalé models were completed, one of the platform, the other of a 
scale beam. These were completed for use in civing demonstrations ina 
meeting. The beam was rizgzed so- ‘that poset com be: Bee bet ona las reneged” 
to demonstrate that feature, : EF BOLE egg? T 


7. A procedure for demonstrating the same features on a livestock tour °° 
using an actual scale was prepared. 


£yh 


Summary: : 
Our visual aids for this problem include then: 

le A set of slides and syllabus for use by county agents, 
Ge. AP fact sheet for general distribution. 

3. Two scale models for demonstrations. 


4, Procedures for demorstration on an actual scale. 


+ 


dak Summary Report | 
Teaching {ids Used in Varketing “ork ; 


G. Alvin Carventer - Chairman 
Ruth Tippets, Beatrice Tenielian, Leon yichaelsen 


Teaching is the setting of situations so as tc get behavior that will eit: 
in desired ‘changes. .e must ‘get ‘the learner to fact as we desire to have him 
act if our teaching is to be effective. "If the learner has not learned 
whet the teacher intended he should learn the teacher has not taught," 


As teachers we must: 


’ 


1. . Develop our understanding of human Sehavior.’ = “| ee 


Ze Increase our skill with the proper teaching tegleriaaw “sus cae. "ya . 
3. Have Asters id mind the product we wueac tite to produee in terms of 
changed beh 1avior « 


"lot what we unload, but what the Tearner takes away," is the real tést. 


Teaching is a production process. Te must produce changes in: things knowns 
things felt; things soe ; wyle 


Feonomics and marketing dre difficult subjects to teach ‘because we are: etryine 
to sell the consumer something very few want or can understand. 


To aid in our work we should choose the best teaching devices possible. ‘The 
particular teaching device or method chosen should be governed by what we 
are trying to do--what is our objective? 
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This objective may be to teach a skill or to change an attitude, to get 
people to think, to get them to ane or ‘perhaps simply ve give them informa- 
tion, 

The aigee eae some of the teaching aids that may be used: 

nde va Nae ete - using various types of visual eids. 

Ze Tlustrations. 

ay 

4, Diehueeton\ 

Se Tours, it 


The device or teaching aid that should be used will depend upon what we want 
to do, in what sort of activity we want the learner to participate. 


Demonstrations were given of the use of visual aids in ecnnection with con- 
sumer education in the marketing of-eges, It was shown that the consumer 
is often confused and at a loss to know the best buy because of differences 
in price, grade, size, and quality of a given product, 


A demonstration was also given by the use of visual aids concerning the 
importance of close supervision and frequent testing of scales on which 
livestock are weighed in moving to market. It was shown why scales get out 
of balance and how they should be checked. Visual aids for use by county 
agents, specialists, and for general ralph pate to attack this problem 
were discussed and poo Vago 


Yor effective toatting we mig 
1. . Capture the interest of our listeners. 
26 a” them interested through eS use of cere enue eine devices. 


3. Be sure they understand - use simple words and terms with which they are 
isola: ‘ | 


4, Help them to remember, by means of: 
a. A good summary 


b. Getting them to use the information as promptly as possible. 
ce. Giving them printed matter for reference reading, 
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REPORT, OF CO™ITTES OY CON SUNER EDUCATION IN FOOD MARKETING 
1. Consumer Marketing Programs-“Cale-A. Ueland 
In order to,set the stage for our discussion of consumer education in food 
marketing, we need to consider the definition -of marketing. One author says 
it is the “group of Activities that are involved in the flow of goods and 
services from the point of production’ to the, point. of consumption.” I only 
refer to this to remind us of the verious people we have to work with,. to 
help us all see the interrelationship between them and to continue our eme- 
phasis on working together to reach our common objective in marketing--more 
efficient marketing and our common objective in extension work, better 
family living. ae ee I 


“ve are concerned with producers, retailers, wholesalers, and consumers. 
Duncan and Irwin--"Varketing, Principles, and Methods", sey that any sound 
marketing plan begins.with the consumer, because it is in satisfying the 
wants of the consumer that the marketer finds the justification for his 

existence. Therefore, it is important to build a satisfied clientele by 
“helping ‘consumers to be intelligent buyers. ‘or all practical purposes, it 
is’ pointed out, the consumer is king; and thet. being so, he rules the 
destiny of producers, retailers, end wholesaiers and in order that he be a 
just and intelligent ruler, he needs information and educetion. aera 


-Now considered. from. the standpoint of an overall extension progrein, we can 
also see. the importance of helping food shoppers become more skilled. Te 
‘are:all working. toward improved family living. Food can determine both 
‘the health and economic well-being of families.: Food shopping is a highly 
complex job with many changing aspects. : This, sakes good food buymanship 
difficult *or many people. “Je used to have about 350 items in a grocery 
store 30 years ago and today we have from 4,000 to 5,000 in our large 
super markets. ‘Je can get food fresh, frozen, canned or dried. ‘We‘can 
buy large or small quantities, packaged or-in bulk.and countless other 
possible choices. Tducational assistance for food shoppers can make the 
job less difficult. a Te: ; 


Our food shovpers want help too. A recent survey conducted by the 
‘Advertising Research Foumdation, of the Association of National Advertisers, 
showed the attention given by women to food colums, Of the 5,000 women 
readers of the New York Times, 75% read the food page and of that group, 
80% listed marketing information second in order of interest. Recipes 
were the only thing that preceded it. 

The createst number of people to be reached live in.urban areas where 
extension service work has not overated to the extent that it has with 
rural people. according to the 1950 census, the ‘ation's population is 
now more than 150 million people, of whom only about 16 yercent live on 
farms. It is in the densely populated areas that special education 
programs for consumers are needed, ! ven in rural areas the trend to 
specialization and away from self-sufficient operation has meant more 
people buying more of their “ood suvply in’ the retail stores instead of 
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raising it on the farm, Farm and home account books show that farm families 
bought two-thirds of their food supply in 1950. 


All food shoppers have the same problem. ‘With the money, time, and energy 
they have they want to buy satisfaction for their families. Our problem - 
is how to reach these various groups with the most helpful marketing infor- 
mation on how to spend their food dollars and at \ ade same time promote best 
utilization of agricultural products. 


It is with these points in mind that the Consumer “ducation Program in Food 
liarketing is being developed. It is interesting to note that in the 
original wording of the agriculture Research and ifarketing Act particular 
emphasis was given to the value of this program in case of surplus supplies 
but as the program has developed and now in periods when surpluses are not 
our major concern it is. evident that this program has a great deal to offer 
when supplies are short or relatively normal as well. 


At the present time we have 24 states and Puerto Tico which have consumer 
education programs set up under AilA funds. Included in these are four 
regional projects. The regional projects serve market areas involving two 
or more states and are desirable in some places because marketing does not 
observe State boundaries. 


Consumer education programs have proven to be effective. Success depends 
on adequately meeting the major essentials in such a program. 


II. Major essentials of Consumer Nducation programs of the Agricultural 
Extension Service--panel discussion - Director Frischknecht, Chairman, 
Claribel Nyes Ruth Tippetts, Gale Ueland, Doris 
Urquhart, Agness Sunnell, Featrice Tanelien, 
Thelma Huber 


A. Purpose or Objective 


1. To provide a service in food marketing information from the land- 
grant college not previously available to the people of the 
State. This educational program is intended to help families: 


(a) buy food wisely 
(b) handle and care for foods properly. 
(c) use foods satisfactorily 


~2.: To develop better understanding between farmers, merchants, 
. processors and consumers, and thereby improve and strengthen 
relationships. 


(s10te) Con svderation must be given to the areas to be served; to 
the needs of the people concerned, and to the availability 
of such resources as personnel, funds, and materials. 


ma Ba: 


eg 


aes c Mies As cor in ‘this field must have’ ‘broad training and. expertence 


NX 
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° sos 8. ge, o we a en, ee an 


-Speoialigts.: a eh ans on to! Gimitors Pe 


“in Home Economics. . Leis. ‘also desirable that they have training and 


Cai 


Ly 


Para ion 


experience in Agricultural Feonomic s and } jarketing, writing, radio 
broadcasting, and public speaking. There is need of skill in téach- 
Anerend gts. dog LNG N+ YeRPORL § 


er eS vivid 


Teomork. 


» Le The. succeas of consumer education programs deeds upon the. partie 


cipation. and cooperation of eer ae members of the Extension 
Service, College propery, and the 'xperiment ge - 
2.. Equally important is the assistance of (a) pubdlié prentteas Os) 
- commercial organizations and private ereupes and’ sid tip Peeerbg 
. and. cooperation ie ‘all the. people. 


The. specialist in Consumer Education has a inree told aye sigue 


(1) to gather, (2) to interpret, and (3) to eee eee ma 


reliable food marketing information. ai me 


Pecado 


Pare ee 
bis, 


le Food. shoppers. in ‘urban areas can be: reached and influenced best 
through such mass media 88% Rien i 


‘ os 
Te ha? 


(a) Radio 

(bo) Newspaper OS 0 aS epaeees 41S cep eg 
» (¢).: Circulars or, leaflets 

(d)..Exhibits 

(e) Television gn , ; 

(f) Posters FSG. ES oD ub 


(Note) Cther successful methods and ‘techniques used by Extension, are 
desirable but their use is limited’ by small staff and insufficient 
funds 


a. Mess. media is also essential to the success. of state-wide or Consumer 


educational programs carried on in the counties but in-service 
training schools for extension agents and organization of county 

..food.marketing committees are required to localize the information 
and develop contact and obtain Oe of the péople in these 
AYGAS ». ° 


? 


Fvaluation 


1, Evaluation should be included in Consumer Mducation plans of work. 
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2. -Evaluation is a continuous process 
3. Evaluation is needed to: 


(a) “easure the degree or extent to which objectives and. 

> + goals have been attained. : 

(b) Determine the value or effectiveness of different methods 
used. at. 

(c) Discover problems 

(d) Determine direction and trends 


4, ‘Programs in Consumer Nducation can be evaluated by the use of: 


- (a) Surveys 
(co) Questionnaires 
(c) Personal interview 
(d) Observations 
(e) Requests for information 
(f) Monthly and annual reports 
(zg) “aps to determine the coverage of the program 


III. “hat is ahead: 


A. The potential or number of people to be reached through Consumer Educa- 
tion is greater than it is for any other activity of the Extension 
Service. 


FE, Additional research studies are needed in Consumer Education. 


Methods of Evaluating Programs and a “eans of Improving Our Programs and 
Reporting Progress . 


Claribel Nye - California 


We begin with the recognition of our obligation to study the value or worth 
of any program involving the use of public funds and to judge its effective- 
ness in terms of what it was set up to do. We also know that this is not 
easy in a field of education which is our business. | 


The first question is this, "Is evaluation of these marketing programs 
possible and practicable?" One of the agricultural economists who heads 

a consumer education project in marketing writes, "e are continually faced 
with the problem of evaluation, iMuch of our work is of such a nature that 
evaluation is impossible. There are certain "straws in the wind’, at which 
we grasp in an effort to get some objective measure of accomplishment," 


Tle all mow how difficult it has been through the years to get adequate 
records of extension work and to develop procedures for evaluating progress 
although evidences of its value have been all about us. The leadership and 
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creative work done by the division of field studies and training in the area 
of reporting and evaluating have been and are of great help. 


"Straws in the wind", are not to be considered unimportaut., In studying the 
value of a program, what are some of them? First perhaps is the judgment 

or opinion of other staff members--supervisors,: specialists, county steff, 
all who for one reason or another know the program. Their judgment as to 
its soundness, emphasis, scope and desirable trends constitute a veluable 
resource for evaluation. 


The statements that come our way from the professional and business pecple 
need to be kent where they will not be forgotten. The written testimonial 
that is not part of a formal survey often is particularly clear and helpful 
in pointing un strengths and weaknesses. In at least two regional projects 
in food marketing education, statements have been brought together end .- 
printed, These are by newspapers, public health and welfare agencies, 

home economists in business, market men, producers, leaders of groups 
carrying on educational programs and home makers as food buyers. It will 
be interesting to learn if material in this form proves helpful and 
effective. dl . 


Extension has always kept such records as numbers of meetings, and | | . 
attendance, numbers of bulletins and circulars prepared and distributed. 

In the relatively new projects on marketing, financed by different funds and 
still very much in a developmerital stage, such comparative figures certainly 
are important "straws in the wind", and need to be as complete and accurate 

as possible, Do they show increasing volume--little, a reasonable amount, 

or a great incredse? Do they give any indication as to the best use of 

time? 


Another "straw in the wind" is the number and kind of requests for more 
Specialized help. Two examples in the consumer education project. the 
publication "pvassover meals" which aiméd to provide marketing and food 

value information for people who observe the food restrictions of a religious 
event each year brought thousands of requests. The other is a brief food 
marketing information circular that goes regularly to several hundred small 
institutions which buy and prepare food in quantity. ‘oth represent requests 
made by groups after the project had demonstrated its competancy and 
resourcefulness, “equests from religious groups, from newcomers, from 
directors of radio or television, from groups asking for leadership training 
may well dismay staff members assigned to the project but requests for 
Specialized help surely indicate thet the program is demonstrating its worth 
and value, They are wonderfully heartening "straws in the wind" and must 

be impressive to those concerned with policy making and allocation of fimds 
for a project. y. 


Official family evaluation of a project bring up such questions as this, 

"Is the volume achieved reasonable considering personnel and resources 
invested"? To expect volume out of Tine with staff and facilities is some- 
times a mistake wo extension people make in our enthusiasm and our awareness 
of interests and needs of people. Often the mistake is then the objective and 
those set up in the beginning, What is a reasonable load for one or two 


- 
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persons? Incidentally what should be the minimum staff, facilities, and 
budget assigned to a marketing project, if we expect it to be effective? 
After visiting a number of consumer education in food marketing projects 
more than two years ago, it seemed to me that it was three people in this 
pro jecte-an agricultural economist, a home economist and a full time 
secretary. However, we do see here in Ogden and Salt Lake and in Seattle 
developing programs having public approval and only one home economist 
giving full Sakae 


Does another approach to evaluation provide a "straw in the wind"? This is 
the degree to which the content of the educational vrogram is balanced. 
Someone has broken down the basis for a balanced program in the consumer food 
marketing educstional project in this way: 


1. Seasonal and timely information on foods in relation to cin RRGtAES 
‘2. Information on zood food buys based on the "food dollar". ii 
3. Information on good food buys based on the “nutrition dollar". ~ 
4, Information on selection and quality. 
5. Information on menu planning and food preparation. 


Doubtless there are as many ways of expressing a balanced program as. 
there are projects. Can increasing skill in achieving a balanced program 
be measured and is it worthwhile? 


The project might be evaluated further from still another approach. This 
is the number of peovle who continuously and enthusiastically are helping 
to plan and to make the program increasingly helpful. Two committees seem 
to be obvious, One--a staff advisory committee; the second, may be 
particularly important--this is a committee of homemakers. It need not 
consist of representatives of organizations. Perhaps better not. they 
already have committed their first allegiance--time and interest--to their 
respective organizations, 


If we assume that the program is made at the college and an advisory 

committee merely rub er stamps ite-why have a committee. It soon peters out, 
but if membership carries with it responsibility for planning and even for 
organization and teaching, the memvers see opportunity for initiative -in a 
leadership role. This attracts able public spirited homemakers. shat they 

do and its relationship to the development and expansion of the program can be 
evaluated. In this area I have been thinking of urban or other local projects 
--not those that are state-wide. 


“hat we most need to know, of course, is what people do about the facts, the 
interpretatious, applications and suggestions siven through various media 
and devices in the marketing projects. The program is educational, If there 
is no change in attitude, knowledge or skill there has been no education. 
Limitations of funds and personnel make impossible comprehensive evaluation 
studies, but carefully planned reliable evaluation of action taken by con- 
sumers at one point of time, on one food marketing fact, would seem 
practicable and desirable, How frequently this could:be done depends upon 
resources, of course. rai 


eA 


We do not. use very widely in the extension service hey mpl Ieee Can ie 

and paper" devices used in many other fields of education, These aim to set 
attitudes dandiknowledges before and after educational ,experiences. In 
simple brief forms, they could add valuable and significant data on market- 
ing Laat then 
The careful Semi iawion study of a small segment of the program at a ziven. 
time plus data of the so-called "pencil and paper" variety, used where they « 
seem effective or suitable, plus figures on activities -such as extension 

has always collected for the annual. report, plus a picture of in 1oreasing 
requests for specialized services, biwa the increase in participation by 
leaders would seem to coastitute a kind of. goal for evaluations. 

“e should not minimize the value of the "informal evaluation" day by day. 
available through office calls, home visits, letters, meetings and ever 
casual conversation. Seeing in them the stuff of evaluation makes them 

rich resources for the study of the-value of a project. 


The greatest usefulness of evaluation can be to the person who makes it. 
This also is a heartening reminder. 


Evaluation ~ Summary and Conclusion 
, ‘Thelma Huber 
.:Claribel Nye o: 
Morris:H..Taylor ; west eis efve! 
Why. Evaluate: 
1. To measure degree of attainment of objectives, 
262776 iy up changes that need to be made in programs, 


5. To create Regdtenkah on. of problems. 


4, To test value of progrem to people in terms of effect on thinking 
attitude, and skills. 


5. To maximize effort budget-wise. 

how to Evaluate: 

1. Use a few kev indicators nether than appraisal in detail. 

2x Rabakdtan bench: marks based on specific objeckives and goals. 

3. Tools named included such budaes as surveys, pipe “ce Boe 
questionnaires, unsolicited testimonials, and tabulation of specific 


requests. 


4, Appraisals that measure specific attainment on a specific problem are 
more effective for use on budgets than general overall summaries. 


=75— 
When to lvaluate;: 


1. All the time--In setting up measurable goals in the plan of work, 
in checking progress on attaining goal through the year, and in 
reporting results in the annual reports in terms of attainment: 
of established goals. . 


LIVESTOCK MARKETING ORK I} COLORADO 
Harry H. Smith 


I suppose the problem of trying to teach the producer to do a better job 

of marketing livestock is not much different than the problem which existed 
when specialists began trying to give the producers: new and better methods 
of feeding and breeding, That there is much opposition to change from the 
‘great army of middle men who exist between the producer and consumer there 
can be no question, It is also recognized that many of these middle men 
perform useful and necessary functions. That there are middle men who play 
the roll of the speculator and are able to exist solely because of the 
egotism of the producer who overestimates his ability as a salesman. There 
are many producers who sell livestock one day a year and think they can match 
wits with the man who for many years has been buying cattle every day of 
the year. 


The problem is to teach producers to do a better job of marketing. ‘We can 
kid ourselves, but we haven't made much head way. The important thing is 
that we have started and have made some headway. ‘Te had better make haste 
slowly and not get ourselves fouléd up in our ow rope. We cannot expect 
to change over night the ideas and ways of the greatest group of rugged 
individualists we have left in the world today. Our problem is to change 
their trend of thought so that they will begin to give some thought and 
study to this question of marketing. They have gone on for years taking 
the present system of marketing for granted and have given little thought 
of bettering the system. ‘/e must in some way encourage them to want a 
change. Leng’ : 


Some Methods \hich are Peing Used 


Varketing Schools - Last year four marketing schools were held in Colorado. 
Ve try to have as many phases of the livestock marketing industry repre- 
sented as possible; producers, feeders, commission men, packers, truckers, 
railroad men, and any others who might have something to contribute. We 
feel that it is necessary to give the producer something about all phases 
of marketing livestock, ‘Je don't want the folks who come to these 
meetings to think we are favoring anyone or holding anything back. “e 
also want all phases of the industry to feel that they are getting a fair 
break. I don't want anyone to feel that he or his system is being 
condemned. Through these schools it is hoped that producers will come 

to realize that improvement in the marketing setup is possible and that 
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sqme careful study is needed. In the past, the feeling has been that there 
was not much that they could do about it. . Yorking as individuals that is true, 
but if a large part of the industry can bé brought to make a concerted effort, 
there is surely much which can be done abovt it toward improving the whole 
marketing scheme. ; 


Marketing Tours - During the past three years weekly marketing tours during 
winter months have been held at the Denver market. Central markets are a 
very important system of marketing, Also, it is one of the oldest systems 
of livestock marketing here in the U. S. Yet it greatly surprises one at 
how little the averaze rancher or feeder knows about the overations of the 
machinery in a central market. 


If anyone intends to work for any changes and improvements in marketing it 
is surely essential that they have a clear wnderstanding of present systems. 
Tours to a central market are intended to give them a better understanding 
of how a central market operates, what its advantages and disadvantages are. 


‘Grading Tein feel Gite - Last year 13 cattle grading demonstrations were 
held in nine counties in Colorado with a total attendance of 527. The 
purpose of these cattle grading demonstrations is: 


1. *Vo teach farmers the grades of livestock so they can do a better job 
of presenting what they have to sell. | 


: 2s * Teach an understanding of srades so they can understand marxet reports 
: and what their stock would be worth on the market. 


ne The more the producer knows about verhoa ese the better his bargaining 
bility when he has livestock to sell. 


There is a difference of opinion as to whether or not the producer should 
sell his own livestock or hire an experienced salesman to sell them for 
him. The fact remains, however, that a large part of the feeder livestock 
produced in the western states is sold by the man who produced them without 
benefit of advice from an experienced salesman. There is no doubt that 
they will continue to act as their own salesmen no matter how much money 
they may lose by doing it, but the more knowledge a man has regarding their 
grade and value, the better position he is in to get their full value. 


Cooperative Sales - The organization of cooverative sales of one kind or 
_ another has been somewhat of a disappointment to me. 


The organization of cooperative auction sales for’ feeder cattle has been 
only partially successful. This is due to a number.of factors including 
lack of experience in management, plus the fact.that the consignors 
seemed to expect a premium above the market for their cattle; also, there 
are reports that buyers went into the territory the week. before the sale 
and offered above market price for cattle which were consigned, but they 
were not there on sale day to buy them at the price they had offered. 
There are two communities in the state where there are large numbers of 
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farm flocks. The owners have not: been satisfied with the way the lambs have 
sold. The farming of a cooperative marketing association has been suggested, 
but the suggestion has not met with much favor. 


Meat - In the past, producers have been prone to feel that their responsi- 
bility ended when the animal walked off the scale. They forget that what 
happens to their crop of steers between the time they are sold and the, time 
they reach the consumer's table may very greatly affect the returns which a 
producer may get from the next crop of cattle which he sends to market. 
There are a lot of steps the animals pass through from producer to consumer 
and he ought to be interested in every one of them. Fecause every marketing 
step between the producer and consumer effects the price which the producer 
will get, so the producer should be interested in seeing that the consumer 
is satisfied with the product which he gets. 


There are -a lot of problems in the ‘merchandising of meat, The livestock 
producer would do well to interest himself in these problems, At least he 
should be interested enough to see that funds are provided for research 
institutions so that they can study them with a view of finding solutions 
for them. Yet there are numerous instances when producers have vigorously 
opposed the granting of such funds. 


Due to the chanzes in the grading of meat which have come into practice in 
the last year or two, a considerable amount of confusion has resulted in 
the retail trade. 


Work needs to be done with women's organizations to give them as much in- 
‘formation as possible about meat. They need to know.more about what to 
look for in buying meat, I did some of this work and it has been well 
received. This is the one big place.where.the marketing specialists can 
do some work in furthering good relationships between the consumer and 
producer. It is, of course, necessary for the specialist. to know a good . 
deal about meat in order to do this work, 


One thing certain in the marketing of livestock, we do not lack for 
problems, but we should not be discouraged, for with dilligence and the 
proner attitude, solutions to many of them will soon be found. - 


LIVESTOCK MARVETIV’G PROPLE’S AND PROGRA’’S IN OREGON 
Edward F,. Coles 


Livestock marketing in Oregon is very involved. Seasonal surplus production 
of some classes and species of livestock and deficit production of other 
kinds, together with a human population increase, presents a rapidly 
changing picture in the industry from both the interstate and intrastate 
standpoints. 


Animals and meat are moved in several directions, ‘any times animals are 
cold at various markets in the state and some times outside the state 
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before reaching their final destination, be it a feodlot or a slaughter 
plant. fnimals movo outside tho state to feedlots or for immodiats slaughter 
while at the same time meat shipments are coming into the state. 


Producers naturally attempt to reach tho most favorable market. It is 
difficult to know which market or which method of marketing will yield the 
greatest net returns. ‘hether to sell through a commission salesman, at a 
terminal market, at an auction, or on the farm are decisions to be reached. 
_ Price fluctuations between seasons, species, classes, and weights, are 
additional complicating problems facing the producer. 


Vith time the EmeROS livestock changes., For instance, light yearlings 

and weaner calves now predominate on western markets in the vlace of 2-year 
old and older steers of a few years ago. Smaller cuts of meat demanded by 

consumers have led to the marketing of younger livestock, 


Producers must know more of the market grades and value of the animais which 
they are offering for sale. A large proportion of Oregon meat animals are 
sold in bulk lots without being sorted. ‘iany new producers and diversified 
producers do not have sufficient knowledge of grade and weights to buy and 
sell wisely. This is particularly a problem when they buy or sell on a per 
head basis. 


Producers should be better informed on the relationship between grades of 
live animals and grades of meat. They particularly need more information 
on yield and dress out value, ‘gf 


Transportation is a problem. Trucks now move the greater share of the live- 
stock within the state. Rising truck and rail réedae confuse many producers. 
It is most difficult to determine the best method of shipment because of 
lack of information on shrinkage, time, and expense involved between various 
alternative methods.and markets, Shrink and "fill" continue to be contro- 
versial questions. Fasic factors in making studies on these problems 

should be standardized. 


Producers and shippers need more information on the, physical handling of 
livestock shipments in order to reduce to a minimum the losses in weizht 
and srade as well as death losses. Truckers complain of inadequacy of 
loading and, in some instances of mloading facilities. Livestock numbers 
per given square foot of truck and car area are little known or adhered to 
by producers, 


Consumer education is a wide open and much needed field of study. A recent 
survey among a businessmen's organization in the center of a cattle produc- 
tion area revealed that less than 50% could identify popular cuts of beef. 
Grades and quality of the meat were virtually unknown by all. 

Problem: ‘eed for more market information in selling livestock. 


I. hy do we need more information? 


A. Because of changes in marketing. 
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1. Federal “ews Service adequate at one time, but not now. 


2. ‘Two price systems, Portland less freight and Portland plus 
freight, brought wrath against the packing industry. 


3. Less than 1/2 the livestock is sold in Portland and less 
. _ than 1/2 is not representative of the market over the 
entire State. 


Plan I. How have we gone about getting this extra market information? 


A. Program set up with aid of RMA funds to explore methods of reporting 
auction markets. 


B, Cather information on country cash and contract sales. 
Techniques IIT. Techniques used in auction reporting. 


I. A. ‘ork sheet for each grade and class developed to show 
differences in size and price. 


B. . ‘eights - an intercommmication system was set up between 
reporter and weighmaster so weights could be recorded with 


grade and price. 


II. Shifting to the use of county agents as reporters. Requires one 
day of his time and one day for a secretary. 


IV. “valuation. 
A. Reports inform producers of market price. 


1. Does not give tariffs so net return may not necessarily be 
. greatest at the market of highest price. — 


2. By-product. of program--educates people on grade. 


e 3. Producer does job of selling rather than merely disposing 
of his stock. 


Future: Cover auctions at all important gateways: 


Herminton 
Ylamath Falls 
Ontario 
Portland 


a0. 


REGIOSAL ACTIVITIES IY LIVESTOCK MARYVETI"G 
Leon “ichaelsen 


Among the many marketing problems already mentioned I have selected 3 where 
I thought I might be of greatest assistance to the men in the various States. 
They are: 
1, Increasing the output ard distribution of publications and visual 
aids needed in the States on livestock marketing problems. 


2. eveloving information and visual aids to aid specialists in 
programs designed to help producers know what their stock are 
worth at the ranch sate in terms of existing price quotations. 


3. Improve marketing througn auctions by fostering supervisory 
controls needed and by developing suzrestions which onverators of 
auctions may use in improving their owm services and facilities. 


Accomplishments and further action anticipated in these problems: 
I. Publications and visual aids. 


A, ‘Ve have developed one fact sheet entitled "arket Your Farm: 
Products by Weight" which we feel has general application, 
This has been sent to each state with an invitation that 
they might (1) order copies as is and distribute under 
their mast head and indicia, or (2) use part or all in 
developing a publication for their own State. Pesvonse 
shows that 2 states plan to make some changes and re- 
publish it in their states. 


Be. ‘'e have another fact sheet "in the mill." It is entitled 
"Scales Installation, Maintenance, and Supervision." 
Similar invitations will be circulated when this release 
is completed. 


C. I have prepared a list of possible fact sheet titles which 
have been suggested and which might be developed by specific 
States and distribution amplified in similar manner. Some 
of them are; 


Suggestions on Shipping and Selling at Terminal Markets, 
Planned Selling Through Auction ilarkets. 

Sorting Stock to Sell to Advantage. 

Delivery Terms on Country Sales. 

Spread Feeding Terms and Contracts. 

Costs of liarketing Livestock. 

Shrinkage of Cattle in ‘larketing. 

Qualities that Enhance the Value of a ‘Wool Clip. 

Where Feeder Livestock are Available. 


Il. 


Tile 


De 
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I shall appreciate your suggestions on these possible releases 


and others which you may suggest with the idea that we may be 
concentrating on subjects of general interest and avplication,and 
we may multiply cur efforts many-fold. 


We have several “odachrome slide series complete with syllabus. 
These could be duplicated’or loaned for a special program if any 
of you desire. If you have slides you would like made fron 
materials that can be copied with a camera I can possibly give 
you aid in this. 


Pricing Livestock: (Learning what the stock are. worth at the gate.) 


A. 


De 


Weekly average prices have been tabulated and plotted on 


_ transparent graph paper so, that spreads between markets on 


particular grades may be watched rather closely. This data 
indicates that there are significant differences between 
markets at certain seasons for some grades and classes. 


To have a practical application in the county agents' offices, 
it would be necessary to know the approximate cost per 
hundred weight to move and sell the stock at alternative 
markets. This information is available to one who will go 
after it. The accounting record of sale given by a commis- 
sion company is available with the producer and with the 
commission firm. These sale sheets often neve all charges, 
including transportation. I have started to gather this 


information with the idea of determining within a range 
what these costs are from four or five general production 


areas to specific markets, Some cost data and definitely. . 
shrinkage information will be available through regional 
research sometime in the near future. 


These price charts are’ available and I will bring any charts 


up to date whenever you wish if you will but send them to 
M6 

I shall continue to gather what cost data I can for all 
states and suggest you do likewise, I believe it is 
desirable to compute costs on truck load or carload lots. 


Auctions 


4 


Many problems surround the field of livestock auction selling, 


A. 


B, 


Cc. 


There are too many small auctions with poor competitive bidding. 


There are many questionable and some down right unfair trading 
practices at auctions. ; 


Facilities are poor and overloaded resulting. in. 1 bruising and 


crippling at many sale yards. 
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D. Labor requirements are extremely high and few facilities planned 
to reduce or eliminate some of these requirements, 


cs Scales and weighing are often poor, 


So far I have just. begun to accumulate some of the materials needed to develop 


a constructive program in this field. This includes: 
1. Slides of desirable and mdesirable facilities. 


2. Plans of yards, gates, etc., designed to reduce labor requirements, 


3. A stop watch and pedometer to get information on handling efficiencies 


so they will show possibilities. 


be of assistance to you. 


Again I invite your suggestioris on these and other problems wherever I might 


LIVESTOCK MARKETING 


Luke ii. Schruben 


This is the. first session of this Conference dealing with marketing from a 
comnodity rather than a functional point of view. ams 

For purposes of the, discussion which is to follow,’ we should recognize that 
there are three groups in attendance. ‘ie have (1) Specialists primarily 
responsible for Consumer "ducation, (2) Economists who have the responsi- 
bility for all phases of economic work, and (3) workers who devote their 
full time to educational work “in livestock marketing. 


Hach, sroun has .opportunities and responsibilities to make a contribution to 
problems involved in the marketing of livestock. Problems tackled will 
vary, but all will contribute to the more éfficient movement of livestock 
from the farms through the channels of trade to the consumer. 


Let us take a-brief look at what each of the above-mentioned specialists 
might.do. to solve some of the marketing vroblems-of the. livestock industry. 


Consumer specialists can often accomplish more by working closely with a 
few retail stores on consumer problems than by attempting to do the, same 
job with many more consumers, Consumers have a need for reliable informa- 
tion on source and quality of meat available as well as prices.and uses for 
the different qualities and cuts. ) 


Consumer specialists can work with retailers of meat who in turn can assist 
consumers to better understand the proper uses of different cuts and 

grades of meat. In prepackaged meats, -fliers can be prepared for insertion 
in each vackage in order to help the consumer use and prepare the cut in 
the best way. Similar instructions can‘be prepared in the form of placards 
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to be posted over.meat counters where meat is sold from a show case. 


Since meat retailers take the next largest share of the consumer's. dollar 
and where many inefficiencies exist opportunities for improvement are great. 
Work with retailers can be conducted on an informal or formal basis by all 
marketing and consumer specialists depending upon the manpower available 
and its.training. Indiana made a survey peony to initiating their meat 
“retailer educational program and found that 84% of the meat retailers sur- 
veyed had received no training in. cutting or merchahdising meat outside of 
actual store experience, . Many of them were store flunkies and when the 
regular meat cutter failed to show up. one-day they were assigned the job. 
“ork with meat retailers should be tied closely to the work of the oe 
agents since there are dened food retailers in most counties... 


Because of its importance, ecppoud ake sroneeit nities for all phases of economic 
work must of necessity take on .some. activities in livestock marketing in 
this area, Livestock producers are in need of information to assist them: 
to do a better job of eee sahatand production, Some of the types of in- 
formation needed are; we oh £ BICC 


a ae ve chadideaveacaian wad sroquer & ob of 7a 
2. “hen, vigere;..end how:they move. 

Se Ri Leundiiensadasn? them. 

du weSlancs bom Operesiencerdacalay onilenabiaialaye 


' 5, Trends in numbers as they relate to feed supply, employment, 
income, population growth, and other factors that have a. 
bearing on longtime price trends. 


Feeder calf and.lamb production is one of the major farm enterprises through- 
out this area. The market for these calves and lambs has undergone substan- 
tial change during the past ten years due to the increase in importance of... 
local auction markets, Auction market operators are becoming better . 
organized through state and national orzanizations. Opportunities to work 
with auction marxet operators and their organizations should not be over- 
looked. A major problem in livestock marketing is to have sone goeowwe in 
quality reflected in prices paid. 


Many of the. sontneanhers state Extension Services have approached the 
problem of price reflecting quality for feeder calves. Feeder calf auction 
demonstrations are the methods they are using to do this. Since each of you 
have a-copy of the recent survey of these auction demonstrations, I will not 
go into their operation at this time. 


Although these auctions were set up to primarily demonstrate a better way of 
selling calves, several by-products have resulted from them, They were 

designed originally.to provide a means whereby cattle would be sold on grade 
and weight rather than by the head or in mixed lots, For the most part, the 


Bo 
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goal of reflecting the quality ‘of calves in “the price was achieved. The © 
sales that have been running for several years show through an analysis of 
their results that quality improvement has been a by-product of the sale: 

mhigh often eanaeneuisn eine actual geins asa result: of price po ie hedem 


It « is. icles oe that kd scrote soit’ tue pro duction wares dashes tes and 
county agents work together on the problem of quality. It is much easier to 
help a producer improve his quality when he can see ‘that improvement reflected 
in price. It is generally agreed that the reputation of an area’ in the pro- 
duction of quality cattle is governed ‘largely oy wietipeiine roe ig pid of the 
secon do- rather sare by “what a revie: do. 

Group action nepenitagact cts the success wort these satios demonstrations provides 
an opportunity for those participating to see the results of better produc- 
tion and marketing practices... They also: require a substantial amowt of 
sroun effort, which: tends to aya the stent from ‘the standpoint of 
Lorereiaiied gcccrealearsir snag Ee | ; «ee 


Froducare are ar tlpenire e: Giintorma | regarding Keene of: both fester’ and rat 
cattle and lambs, If they are to do a responsible job of marketing their 
cattle and lambs it is Nec Samay that they know what they have. “ithout 
this knowledge they are not in’a position to interpret market information, 
This is a problem that is common in all areas where cattle’ is produced, 
particulerly among small producers. In an attempt to solve this problem 
or at least make a start in its solution, several states, including some 
in this area, have held market tours for producers. The tours have béen 
for several purposes, among them being the improvement of the’ ability of 
producers to recognize what they have in the way of quality. ‘ost, however , 
have been* designed. to provide a better eolye—neinlargpes} of pint ig market — 
operates and the-services it performs. * 


Indiana has for several years conducted nee they call food lot cuees 
These tours are not usually as hard to orfanize-as central market tours as 
they can be set un on a local basis and distances are not as important. In 
arranging for these schools, the lesson that is to be taught is carefully — 
planned. ‘Yor She most apd sarnemn:¢ ‘in sry pei sr is the i rid 
CapHe. od ; tals, 


Livéstock death: att Huta! losses in meat! comigrel due ‘to danelese nanaating 

of livestock on the farm, in transit, at the market, and while being moved 

to slaughter, are a serious problem in all sections of the country. Some 

of you have. been doing: something avout it, There is ‘reél opportunity to do 
more. Livestock conservation demonstrations by 4-H club members are an 
excellent way to get a story across to many people of a community. ‘Livestock 
Conservation, Inc., with headquarters in Chicazo, sponsors a national contest 
each year at the International Livestock Show. Seven states had teams at» 
this contest last Aekhed 


Another major ppebaein of tthe Livestock acdedaeteee is. that of earerererey 
competition in the marketing system. The Packers and Stockyards’ ‘et was - 
passed to aid in maintaining competition. Its success is important to both 
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producers and those marketing agencies who are trying to operate on a 
competitive basis. Producers. should be. informed of its provisions and its 


importence to them, vrsrtrt yeh eo) termine AE es 


In summarizing: the major. problems. of the livestock industry in the oe Age 
seems tO" me that: wate can. be stnaaaaes in the following 8 potats:” A eA 


1,“ Distarices. Sabie ess ES isi Ce ae ‘ (etaaing edd: 
we Seagoneleness ‘of supplies. ay ee. Poad aeg* ath” 5 i 


ils 
*” 


“Bes Chaness | “$n: market structure, piah arte oe Bok eee eget - 


4s REE Ge Ae Le gee sre ene ae ; me br ie. é i eek ess tne 

Mas air Se ans ‘ a * : a ‘j ae a oes val : 
ooo ficiencies | i alstebbution., Pipe biti miarig tae - gt 
Pi, Sea me ae es Oe ’ j is . : ’ ee Bh Sai pb ey aaassAitSy take ‘ air) 


6. Lack of consumer tader akieene) of vroblems in the production’ ’ 
and marketing PYOCesses, particularly as they relate to meat: 
~~ a a vespachig es yg 

7 back ‘of. shatuder uigaperadaiwe of quality and hiss’ ‘general is nant. 
sas tabi cam a cc bean’ market. quotations to what he ‘has ‘to sells a eR 
roe apgngeuttsan ‘in the. marketing, ‘system, ‘ nstihont # + dis tactnoe i 
To make the greatest contribution toward the solution af ‘these problems .with 

ao ges! abby mAnRower eae to work on hemes se whit be neces ine tae 


4 i * 


* 


ve Analyze problens. as. they affect 16681 areas. 


_ ™ 


2. Study the Amst: of. behs:, groups yhere ‘problens”s oxist. © ek 


23, Develop: snecific, procrams designed, to contrit pute to) tt he solution 
ere of a A peal asa Stee. a aah “THITE : dir Rl Hee 


Our chairman says: rey Ay tan! is “up so wi: will close with ‘thi's: observation: 

In spite of the pressures put on economics. workers for geriéral ‘types’ aoe 

work, it is essential that every worker should engege in at least one: 
activity that is designed to solve a specific problem end that it be cone. 
ducted in a way that progress can be measured in terms of either pnaysical or 
financial change in the industry or area where it is appliods In other words, 
accomplishments should be specific, 


whet a' ots 
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LIVESTOCK MARKETING SUMMARY, 


pewiniv ae Fy: Fae He ‘#, Smith, Le Hierro nab 
Le M. Schruben, M. H. Taylor, Chairmar — 


There. are a number of marketing: problems affecting several and/or ali’ 
Western States,. Emphasis’ was placed on the fact that full-time marketing 
specialists, production specialists and economists all have a part to play 
in their solution. Even though personnel is a problem,each state shotld 
select at least one problem or phase of a problem to work on each years 
The regional marketing project was set up as one means of. stretching ” 
personnel--through cooperative effort between states to minimize duplicae- 
tion of effort and to give direct assistance to’ states ‘with limited personnel. 
Emphasis was placed on the immediate need for coordination of effort on 
publications to maximize effort of all state specialists. As’an example 
of this coordination, ir. Schruben agreed to prepare a release covering 
recent changes proposed in Packers and Stdckyards Act, ‘State personnel 
agreed that the publication was needed, that it would be used directly, or 
adapted: to® state conditions and republished. - 


Effective ‘use of sent was emphasized and many tools listed. If tools are 
to be used effectively, their use must be preceded by an outline of 
purposes or objectives one is attempting to reach. ‘Detailed procedurés 

for their use should be mapped out with leaders of groups you are striving 
to reach--including planning committees, commo dity committees » industry. 
representatives from producer through retail channels, also representatives 
of pets apes etc. ae 


Sond tools waKed to erates bis a few states inetude; marketing schools, 
market tours, demonstrations on grading livestock and their carcasses, meat 
cutting and preparation, scales and weighing, wool preparation, and féeder 
calf sales. Many states have also used such tools as slides and Movies» 
fact sheets and press and radio to put over an educational program. 


Oregon's experience in development of market news from auctions serves’ as 
a valuable guide to other states, All ijestern: States ate facing a similar 
problem in getting reliable information and wide coverage of markets» _ 
Each state can draw on the experience ‘of others for assistance on some _ 
phase of their PEO STANS » This is one of the chief values. of a market 
conmespncony 


THE MO“TANA PROGRAM IN DAIRY AND POULTRY NARYETIVG 
Bruce L. Brooks 
We are working on two problems in Dairy and Poultry Marketing in Montana. 
In Dairy Marketing we are concerned with quality milk as it effects the 
consumption of our dairy products, ‘.e know as everyone does that the 


kind of satisfaction which the housewife gets when she buys a product will 
determine whether she will return to buy more or less or even discontinue 


«ile 


buying milk’ chtirely. ’ With’ this thought: in: mind, J. 0.. Tretsven,, Dairy, and 
Suine Specialist,’ worked up a quality. milk gehogl which gocs as follows: ~~ 


‘1, A discussion of things causing off flavors and odors in milk 

~~ “py dt. Of Tretsven, Dairy ‘snd Hog Specialist... 

2, A‘aiscussion of the forms of‘bactoriea usually. found in milk. 
and the rate of increase at different temperatures. This is — 
primarily for emphasizing proper cooling and handling and is 

done, by a member of our State Sanitary Poard. 


3, A discussion of new dairy products, price trends, and marketing 
problems inherent to Montana’ by the: extension marketing specialist. 


4, & demonstration” showing that’ people: will.pay. dearly, for what they. 
J’. like by Mr, Treteven or’ the’ marketing: specialiste 0 0 3) 005 


5. Audience participation in tasting end. smelling various samples 
of mile ranging ‘in ‘quality from the very best to the very aie 
worst, “ile believe that this participation by the producers is *, 

“an excellent means of impressing upon them the idea that milk ~ ° 


pe “does have a lot of flavors and odors which are objectionable , 


‘to ‘the ‘consumer. i a ae RMS id 


., Before we go further I'd like to show you the demonstration which is used 
to emphasize that "people will’ pay dearly for-what. they like, ” regardless 
eed EATS eee eee me LT a eS tops we aenetet wad « 
(Demonstration given and Available from vortana Bxtension Service)’. ° 


“that generally is what’ our dairy project has: entailed. In addition, we have 


agents, These articles ‘concern’ themselves. with many, different, things in” 
connection with the ‘marketing of -fluid ‘milk. a at  wnette bone, 


“tle believe weare ge tting results: from these-schools and articles, _ County 
_, “agents have requested répeats in their: counties.and plant operators. hate. 

stated that. they are receiving better milk from their producers .than they 
RUPEE EL Re bot vba UUPURS, Po RNAI Nee chaerti BAI IpLE Nt fo 
Our poultry marketing project has been on Faby Chick Marketing, Five’ ~ 
counties were sampled in 195] and five, again.in,.1952.to determine where | 
Montana poultrymen are buying their chicks. The data is anélyzed to sée 
if there is any correlation between place of purchase. and livability of 
the chicks. _ yi ES oe AIR ae | 
The trend has been for Montana poultrymen to buy their chicks a long way 
from home. Attendant with these long shipments were heavy death losses. 
Also, the data so far assembled shows a trend for chicks purcHased to the 
West to be more satisfactory from the standpoint of livability, than those 
purchased from Middle ‘est hatcheries. 
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The results of this analysis of this data. were presented: to the all-industry 
poultry school in Bozemen, and to the county agents and.poultrymen throughout 
the state. cai 


We believe that this work is showing results. ‘More poultrymen are buying 
their chicks closer to home and they are paying closer attention to the 
method of transportation and handling of. the chicks which they. get. 


Educational Programs in Dairy and Poultry Marketing in California 
George B. Alcorn be g trons ate: 


Dairy: Because the large increase in human population ‘has been more rapid 
than milk production, there has been a significant. shift in milk utilization. 
Now two-thirds of the production is for fluid purposes and only one-third for 
manufacture. The ‘proportions were reversed before. the war. The. largest 
piece of educational work, therefore, has been concentrated upon the outlook 
in order to assist the industry make the appropriate adjustments. _ 


While the State of California establishes. via legal means the minimum pro- 


ducer and resale prices for fluid milk, Extension activity in this. respect 
has been reduced to a minimum, 


The market milk producer-distributor has declined in relative importance end 

so has Extension contact with the physical problems of distribution, The 
larger plants communicate a number of their problems directly to the research | 
divisions. ag Tee ee ee “i 

A considerable part of Extension activity in this field has been, in connection 
with cooperative marketing--either for bargaining, distribution or transporta- 
‘tion. In recent years Extension has elso done considerable work in incorporat- 
ing the Dairy Herd Improvement Associations and artificial insemination 
associations, One federated ane was this year centralized... S hehaeh 


Poultry: California was onee a great surplus poultry and egg producing state. 
Now only turkeys are in surplus and all other poultry and egg products are 
imported in some volume, This has changed significantly the market. structure 
and relative profitableness of certain lines of production. -The. problem in 
marketing is one of constantly changing to rapidly changing market conditions. 
Extension has had many ‘programs; €.e3 ea Pe ee Sore | 
‘Cooperatives--bargaining, handling feed manufacture, Se mle eee 
Extension schools--analyzing market and competitive situations. 
‘Outlook, etc. eae sae eae pngatnec aM seach 


; . 
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* | OUTLINE *OF ‘REMARKS MA DW Oth, BAIRY AND POULTRY MARIBTING 5p ans y: 
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Durine ‘the 10 minutes allotted me «I :would like ;to..make -tyo points. before , 
discussing poultry and egg marketing. Le wise 5k 


¢ 


1. Extension work in marketing involves 3 steps. wt ae Baye ns 


(a)? Define*the ‘problem :and-the auses of the. prablem.,,A strong... .... 

research program is extremely helpful in Te a 

(b) Develop alternative solutions to the problem and present them, . | 

sui to the parties who must solve the problem, There are almost ~~ 
wie. 2" always several solutions to;a-problem, and the, educational... 

an “approach: requires:that they: be: presented: and the..persop-OF 0 un 

ms el persons. actually involved: make the final decision as to. the. vigor 

O88 Qomree te be! followsd.s? , aie ade Pawiney et af aad iat oe at 
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VLG OL EBe @ BEaL ie SEP Page’ eal ag bas seas , 
(c) Follow up in getting the improvement adopted. 
Oo. We are here this week to get Resell Net ROE, Tk 


8“ (a) “New ideas‘and methods in the: conduct. of,.current educatiqnal- ... 
activities. : wif; "aise eles of begs BN wR. 


We ae esa 


- (by! Ideas for’ new programs designed to: yy 01. 


ype - at} . u Rey Ses 
eeu Pandy ‘2s 8 Cpa Poe Ss it FNS 
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(1) Expand our current work. 
we at es 56,0 ete 4 ic ielion a 8 trees nai , 


(2) Provide a new approach ‘to current programs. ..,+; 


(3)* ‘Programs desipned to ‘tackle new,problemée... jo 0s ou, 
Time permits reference only to many of the activities designed to contribute 
? to the solution of ‘marketing: problemg».-. +. 0 : 


Poultry‘and Reg'Marketing #0 00 een way! ptigd Woes snort? 


ca 


Egg Quality.’ fg ‘quality. is ‘a problem; that ‘should be. tackled. across the 


board from producers to consumers. There is little incentive on the part of 
the’ producer to market quality. eges if there:is:no price: incentive., There 


fg little to be gained by! teaching. consumers to; recogzize, and appreciate 
quality, if high quality eggs cannot be purchased, eee Ted rahe fa 


‘ Dy ste Soe i ae eae, 0 
Pee ee ne ok ae Dea oe 


“!'RJebama has developed a qualityvegs program. including york with producers, 
o's" distributors, and consumers'in two areas-of that; States: 0. joe paiteict 


Minnesota, through dts egg institutes involving,producers. and handlers, has 
improved its egg quality a great deal as witnessed by reports from Yew York 
City egg dealers hendling Winnesots egge. 6° oy cherien cl MEP wet aut 


eye Ve eee 
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Illinois has tackled the problem of quelity ert an egg eer law and 
by working closely with egg receiving Sapna ae them to develop — 
ege DUyeBE Suraoil refl equine ial 


All consumer eundweids programs emphasize egg, aan ¢ size, and price. 


Eo eee 


The USDA has.a: con'braet with the Poultry and. Bee National Board to ‘train 
retailers of poultry: meats .. This ‘program has reached :many of the Stair 


Missouri ana Indiana have state-wide programs wget to train retailers of . 
poultry meats. O00 er ; 


A recent development in the major broiler ona wieinn areas of Delaware, Mary 
land, and Virginia is that of the broiler auctions, These auctions operate 
for a period of 2 days. The. first day is devoted to inspecting birds that 
are ready for sale throughout the area. The auction is held the. goes day’ 
where buyers bid on the respective broilers available. = 


Dairy Marketing 


In many sections of the country milk quality is a paramount problem which 
has been discussed by a previous speaker. States outside this WRPEACDY are 
carrying on programs designed to solve other problems: : 


1. Wisconsin has emphasized ani achieved dairy manpiapeunae plant 
consolidation for more efficient operation. 


2. A "pecent development in several areas of the U. S. is the bulk 
handling of milk. A farm cooling tank and tank truck have 
replaced the conventional milk can. A number of advantages 
are attributed to this new handling method, It has also 
created some problems that Heed to be dealt with. 


Se A coin cparatine milk dishengiee eahinesiae been developed — 
and has been in operation for more than a year, There are 
two of these coin operating machines operating in the Denver 
market. I know of no others in’this region,. They appear to 
be | an efficient way of distributing fresh pile to cOnsUMers>.. 


From the standpoint of nutrition, milk Son anE Lee a is.a serious problem ‘in 
most areas, with: consumption in some areas far below what is recommended for 
sound nutrition. 


‘Wisconsin has a dairy products utilization specialist headquartered in North 
Carolina and working with the South Eastern States to increase the utilization 
of dairy products to more nearly meet the recognized minimum requirements. 
The use of dry milk solids is an important part of her work, 

The Dry Milk Institute in Chicago, Illinois, has developed a film strip and 
recorded narration on cooking with nonfat dry milk solids. 


P< ad kale 
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+ <% SST@NEFICANT. PORITS. AID. PROELBSS,.IY DAIRY, AND EOULTRY MARKETING 
Sumary * 


Bruce Brooks 
-» George Alcor . 
Le lie Schruben 
Ha Re..Stucky--Chairman 


“oy population growth is: changing some, States, from surplus'to: ~~ 
deficit producing areas, and has changed the markets for other 


States from East to Yiest for both dairy and poultry products. © 


"2, Processors ‘pay too little for high quality--too mach “for low’ - 
“quality. =~ ee ee ee een eee ne ae 


3°83, “The ‘quality and production of milk fluctuates widely ‘throughout 


most of this region. 


“A, Trade barriers between States and within States, are {nportant 
<< Sroblems for surplus milk production areas. ere ee eee 


"5. Pechnological changes such as manufacturing surplus low fat 
ice cream, selling miik in paper cartons, homogenizing milk, © 
concentrating milk, and development of dried milk powders are 

“important: factors in. marketing. Shifts in demand must be 
- recognized early and dairymen appraised of their importance. 


6. Many processing plants are operating at less than capacity due 
to shift in methods of marketing. Some consolidation ‘and- ” 
localities. Sw ee ae sae 
“Problem — 
7, Shift from butter to oleo is causing many changes in dairy’ pro- 
duction. - fa : a Gate ecor ene 
8, Vhole milk consumption has increased, but many smaller ‘producers 
are having difficulty in shifting to. selling whole milk. 
Poultry 


~ 9. Consumers are finding it difficult to buy the high’ quality eggs 
they want. Grading and handling could be improved and producers, 
consumers, and handlers given help on this problem. | , 


10. Broiler production has expanded faster than the marketing 
facilities in some areas. 
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ll. Lack of enforcement, understanding, and use of egg erades is a 
problem in most States. 


FIELD CROPS MARKETING | 
Le Re Paramore 


You will observe that the program indicates that I am to give you 4 summary 
of extension educational work on marketing. field crops in the Western States. 
This was done, I am sure, because of time limitations making it impracticable 4 
to ask each of you to discuss the work individually. 7 


Since I have not had the opportmity to spend enough time in the ‘iestern.* 
States to become personally acquainted with what you are doing, I naturally 
turned to your annual reports. After looking over the reports of extension 
economists, agronomists, agricultural engineers, and in some instances ento« 
mologists, I was unable to find very much to tell me of work on marketing 
field crops. In order that we may be clear on what is included, i should 
say that fruits, vegetables, and potatoes are not considered as field crops: 
for purposes of this discussion. 


The only thread runing through the annual reports bearing on field crops 
marketing was the work that you are doing on outlook and marketing informa- 
tion. Generally speaking, I did not find any specific references to marketing 
educationally on a commodity basis except in Oregon, New Mexico, Montana, and 2 
Colorado. Neel, bog 


In the case of Oregon there is a full time RMA. project on marketing of seed 
crops including mainly winter legumes, alfalfa, and grass seeds. In Colorado, 
Rodney Tucker, Extension Agronomist, reports a series of grain grading 
schools, lontana also has a project on grain marketing. This project is 
being handled by Bruce Brooks and his colleagues. I shall not say anything 
about this work as Mr. Brooks will cover this in his discussion. I should 
also say that New Mexico is cooperating in the RMA regional hard-red winter 
wheat project. New Mexico has an RMA project on cotton ginning and marketing 
which has been quite successful in improving the market reputation of 
irrigated cotton grown in New lexico and adjacent West Texas counties. 
Fortunately, the leader of this project, Marshal Thompson, has had con- 
siderable experience in cotton ginning which has made it possible for him 

to do effective work on gin improvement and operating methods. — ; 


The fact that orily a small amowt of educational work is now being done on 
field crops is not to be considered as a criticism, Your limited personnel’ : 
in most of the States and the broad range of problems involved does not 
permit intensive work on a commodity basis, There are also other factors . 
that need to be considered, such as highly specialized production limited 
to one, two, or three States, nonperishability of most staple field crops, 
cooperatives handling a large share of some crops such as rice in 
California, etc. $v: ; ; Sis: 
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In view of the relatively small amount of work on field crops, it may be 
helpful to examine the situation in terms of its size, the problems involved 
and the opportunities and needs, for more Ge Gee effort. on this Bron: of 
commodities.” ere ae: 


Cash receipts from. farm parketings oF field crops. in. 1952. Seis the lL 
Viestarn’ States totaled 1,695,094, ice This amount is mveded pete the . 


Burana crops as follows: es Sac ine: aan a ‘es 
Cotton and cottonseed Petes oat +64814508,000 
Teed Crops te Lewes 300,630,000 
Pood @radtss sige a RDM = 5 +, 558,166,000: - ** 
Qil\ bearing crops, ... .. Tee ee Lee sO a ur. 
Other i/ Be at cena. ot eis 1S DUD: 
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These are very impressive figures for ‘Ye eiicnaae’ a Autos It. must. be 
recognized, however, that the production of these.crons are ,in-some’ ca&ses 
concentrated an 16. few States. . Cotton and. cottonseed is” limited to New Mexico, 
Arizona, and California, all of the rice is in California, hops:in California, 
Oregon and Washington, sugar beets in Montana, Idaho, |.yoming, Colorado, Utah, 
and California. Ory. beans and, peas in Montana, Idaho, ‘yoming, Colorado, New 
Mexico, «arizona, ‘Utah, “ashington, Oregon, and California; -feed CLOpSs seed 
crops, and food grains are of interest to all of the. States. 


On the basis of the volume of sales of field crops. and-the- distribution among 
the states it would appear that there is a need and opportunity to expand our 
educational efforts on the marketing of these commodities. ~e must, however, 
look behind this generalization and specifically. consider the problems, . 
nature of the industry, position of Pegec ath end their eee i een 
‘ UPR AXOD commodities. ml ee 


In the brief, time we nave aes this morning. “it. is nee 50. iite for me to’ 
undertake any detailed analysis of the problems and needs for marketing edu- 
cation for the wide variety of commodities included in this discussion, 
Furthermore, I do not have. sufficient knowledge of. some of the-crops to permit 
a competent | discussion. You wao are. living.with these! commodities are.in'a - 
far better position than I to know the details, the needs, and: the: opportuni« 
ties for doing effective educational work. I will, therefore, of necessity 
limit my effort to pointing up a few Peesibts and the-meking.of some observa- 
tions which may help. to. stimulate discussion of the work needed in. the: app pe 
field. — ‘ 


Mr, ‘Stub lefield is going to tell you something of the yee ‘of Kae, 
on cotton marketing, hay crops, and other commodities important in his 
state, iir. Brooks will talk about wheat ‘and. possibly other crops.. We also. 
want to leave . .considerable time. for discussion fe) wha we BBY: at} have’ the = 
benefit of your, Views. inst . ; 
Now let's take a quick look at some of ins specific one See groups with ; 
the hope that we can bring into. foous some of the problems that may deserve 
attention. 
af Sugar crops, legume and grass seeds, forest products, greenhouse and 
nursery products, hops, hemp, popcorn, broomcorn, peppermint, spearmint, 
flax fiber. 
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Cotton and Cottonseed. The three States of Arizona, California, and New — 
Mexico will produce more than 20 percent of the nation's cotton crop in 1952. 
The trend is still going up. but no doubt will be. limited by available water ~ 
supplies. There are many areas where marketing effort could be beneficial: 


1. The producers have problems of quality, grades, and obtaining | 
proper price differentials the. same as livestock producers 
wheat EOC eee a: poe growers, etc. ies: 

2. Irrigated cotton is ‘still suffering from discrimination in 
domestic and foreign markets despite the sreat progress that 
has been made in variety improvement and plant breeding, 


3. The ginning industry is. rapidly exnanding to meet ‘the larger 
_. production, This involves large. investments, prohlents of 
. technology, and operating efficiency, There’ are many oppor= 
tunities here if we have people. who are trained and experienced 
in this phase of processing, 


1 


an Research shows that iy local farmers" market constitutes the © 
weakest link in the marketing system. hat can be done or 
_, should be done here?. 


5. Do. cotton producers properly understand the relation of the 
ey spot and futures market? © 


6. Should we be thinking about consumer education in this field? 


Feed Crops. The important crops involved here are hay, barley, sorghum, and 
corm. What are. the problems and needs for improving the marketing of these 
crops? ‘Alfalfa hay is a big item in a number of the States. That can or 
should be’ done to improve hay marketing? _ Kyl ' 


Seed Crops.” ‘With the wide variety of seed crops requiring processing, A 
storing, packaging and labeling, ‘are we meeting the needs for education on 
marketing | problems in this’ area? 


Dry Beans and Peas, A recent study made’ by Alderson and Sessions under ‘a : 
RuuA contract indicates there are opportunities for further reduction in costs” 
in all levels in dry bean and pea marketing, If this is the case, what _ 
should Extension do in the bean and pea States to help improve their situa- 
tion and others brought | out in this study? USDA Technical. Fulletin Moe 1044.” 


Food Grains: That about the International ‘heat Agreement?’ This involves. 
marketing policy. It expires in 1953, This appears to be especially ° 

important in view of. possible shrinkage of exports, On the average 1/3 of 
our annual wheat production | is exported which is equivalent to the production 
of one out of every three wheat farmers, This points to t rouble ahead i es 
yeild way cannot be found to,.continue export. markets. .. . ... _ eae 


\ ; ’ . a 4 . , . a aS Ls ; yi ee a: Se 
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Inventory and Hedging Policies of Feed Manufacturers. Several years ago the 
Feed Advisory Committee recommended that the Department of Agriculture conduct 
research on hedging practices and the use of comnodities futures markets by 
feed manufacturers. This project was completed by the Crain Pranch of PMA. 
The results indicated that futures markets aré not commonly used by the rank 


-c and file of feed processors. The research also developed the problem that 


futures transactions are not available covering a number of important feed 
ingredients. «lso in certain areas of the country futures markets cannot be 
used successfully because they are not available in a practical way. 


‘Following this research, the Feed Advisory Committee recommended that the 
Extension Service cooperate with the American Feed Manufacturers Association 
‘and State Feed Manufacturers Associations in the development of educational 
conferences and programs designed to acquaint the feed trade with the results 
of these studies. Very satisfactory arrangements have been worked out with 
the Feed Manufacturers Association. The officials of this organization have 
been most cooperative.in working with Extension. To date, one regional 
conference has been held at Buffalo, New York, for the Northeast States, 
Following that conference, the Board of Directors of the American Feed 
Manufacturers Association recommended that similar conferences be held in 
other sections of the country. | | 


One of the most outstanding results of the Puffalo conference was to. indicate 
that the real problems of concern to the average feed processor is inventory 
management. This involves the use of futures markets as well as other means 
of reducing risk in the production and selling of mixed feeds. 


Grain Marketing. In connection with the consideration of the developvent of 
grain marketing educational programs, I would like to refer to two reports 
prepared by i'r. v. EF. Combs, Extension Grain Varketing Specialist. The 
first paper deals with the subject "Making Grain Marketing Programs 
Effective." This report outlines a number of approaches to educational 

work which we hove may be useful to you in the jJlestern States in further 


considering your own local programs. 


My, Combs has prepared a special report’ for these meetings on the subject 
of grain marketing in the ‘iestern States. I will not read this report or 
the previous one referred to as they are-available for distribution here at 
the conference and the latter one will be included in the proceedings of 
this meeting. ) 


Developing Plans of ork on Grain Marketing. No doubt you are interested 

in the approaches followed in other States in planning for educational and 
demonstrational work in the grain marketing field. In this connection, we 
have reviewed various State policies of work on grain marketing, There are 
a number of States with excellent approaches. ‘¢€ have duplicated a copy of 
the Kansas plan of work for distribution here at this conference and for use 
as a basis for further studying and considering the development of work plans 
to better suit your ow local conditions. Copies of the Kansas plan are 
available for every member at the conference. 


~ 
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THE PROGRAM AND NEEDS AS VE SEE THEM In MOUTANA | 


“ “Bruoe i Beobiee =” 


aya OCW PORES 2 
Ae has been. stated here before, we are involved in a grain marketing project. 


I would like to.go.into a little. more detail on this program. 


Grain Schools. Ye have 3 schools in grain marketing this month with county 
agents in the principle grain marketing counties in the State. These schools 
are two-day affairs and the program contains 4 halfeday sessions on (a) grain 
grades and grading, (b) the process through which grain movés onto its way 
through the garket to the consumer, (c) farm storage, and (d) the importance 
‘of protein and methods of handling. Montana wheat to maintain high protein. 


Cooperation. The Production and’ Marketing Administration grain grading . 
laboratories in Great Falls will conduct he session grades and grading of 
grains. Frank Welch of Atwood and.Larsen Conpany, dealers in grain and also 
a member of the. Board of Trade, will handle the session on the marketing. 
process from the farmer to the consumer. Included in this session will be 
discussions on the operation of county elevators, costs of marketing grain, 
operation of the grain exchange,.and where and how cash grain moves, through 
the exchange. There will also be a little on grain futures, i 


A member of the Experiment Station staff who has had considerable work in 
grain storage will teke care of the session on farm storage. Ralph Stucky, 
Extension Economist, will conduct the session on protein in wheat in *‘ontana. 
The problem here is to prevent the mixing of low protein wheat and high 
protein wheat. and to emphasize how to handle this added produce to reap the 
greatest return. . The final session of the school will include a discussion 
led by Ralph Mercer, Montana Extension Agronorist, on how the county agents 
might use the program outlined in the school in their counties. These 
people have all indicated their willingness to cooperate in these schools. 


The Needs 


Early in 1952, the Montana Rural Progress Conferences were held. These 
conferences were, sponsored by the lontana State College and organized and 
led by the Montana Extension Service. Almost 4,500 rural people attended 
these conferences. These people lived in 55 of the 56 ifontana counties, 

The purpose of the conference was to isolate major problems of present day’ 
acriculture and rural living and to attempt to anticipate the future changes 
which might occur, as well as to- recommend adjustments that will need to be 
made to meet the changes. : | 


More grain storage was recommended by nearly all committees. Fesides the 
need for additional farm storage, it was also recommended that such storage 
be well constructed and provided with means for turning grain and inspecting 
it for heat and insect damage. yee 


« 
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Contamination of stored grain is a new problem that apreared in the recommenda- 
- tions. One report said, "with the possibility of reduced prices from contami- 
nated grain, farmers should improve their own storage, and elevators should be 
required to maintain adequate sanitation in storege anc shipping facilities." 


More information was also requested on the drying of grain and hay. crops, and 


one committee pointed to the need for a quick method. of determining protein 
content. of wheat since it would be helpful at county elevators in the binning 
of nign protein wheat. More attention to the production and marveting of 


high protein wheat was.also suggested. - 


Our efforts in the coming years will be. directed toward helping.the grein 
producers and handlers in Montana to find and use methods which will meet 
these problems. . 


FIELD CROPS MARSETING PROPLES IN ARIZONA 
Thomas M. Stubblefield 


Arizona is now being called the "New" Cotton State. The new stands for two 
different things, According to the Crop and Livestock Reporting Poard, 
Arizona will be the fifth largest cotton producing State this year. . The new 
also applies to the new strain of cotton that has been adopted as the variety 
to be grown in Arizona. Cotton is the most important field crop grown in the 
State. In fact, more income is derived from cotton than from any other 
agricultural product. | : - ’ 

The gross income from agricultural enterprises in Arizona in 1951 was esti- 
mated to be 379 million dollars. The income from cotton lint and cottonseed 
was estimated to be 195 million dollars. ; . 


There are approximately 1,200,000 acres of irrigated land farmed in the 
State this year. Six hundred and seventy thousand of these were planted to 
cotton. It is expected that 1,050,000 bales of cotton will be produced on 
these acres. . The value of this crop is. estimated to be 235 million dollars. 


We have several problems in the marketing of cotton, “hen the “est first 
started producing cotton, the fibers were weak and wasty. None of the 
mills were interested in buying our lint. Farly in the 1940's, New Mexico 
developed 1517. After “orld War II, California began to produce Aq-4-42. A 
little later on Arizona developed the strain A-44. These strains of the 
Acala variety of cotton are equal to or superior in most aspects to rain 
- grown cotton with the one exception that we still have neps in our cotton. 
The efforts of the western States to advertise their cotton have overcome 
most of the prejudice as far as mills are concerned. 


The place in which we need to have more recognition is in the comnodity 
markets. Today only strict low middling 1-1/16 inch irrigated cotton or 
better can be delivered against a future's contract, Staples above an inch 
receive the same premium as l-inch cotton. If a cotton buyer in Phoenix does 
not have an immediate outlet for cotton below the grade of Low Middling, he 


tog. 


has no assurance. thee he can te against a large loss by. selling. futurets., 
contracts. Thus he offers to pay the farmers a lower price for these low 
grades of cotton than he would if he could deliver them against future's 
contracts. Even if he has grades of cotton that are deliverable, a buyer 
cannot offer premiums comparable to the average to those in the other snot 
markets if he doesn't have immediate outlets. If he delivers cotton against . 
a future's contract, he is allowed premiums for. only 1 inch length cotton. 
This is not so important in Arizona as it is in New Mexico where the. model 
length of cotton is close to 1-1/8 inches in length. A buyer who had 
immediate outlets. could probably. offer 2- if: cents. a ea more for. 1-1/8. 
inch cotton. than one that did not, | Arent 


The time when Arizona farmers find themselves at the greatest atbacvatenes 
is when there is a surplus of the low grade of cotton in the State. If 

the mills do not need this sort of cotton, the farmer must depend upon the 
speculator or government loan for a market for his cotton. The buyer cannot 
sell future's when he buys spot's and geaeeen the cotton to meet his 
commitments, a 


Mechanization is.also having its effect on the marketing of cotton. . The 
machines can pick the cotton faster than the present gins in the State can 
gin it, The farmers are faced with having to store the seed cotton: in 
fields or. on the gin. yards until it can be ginned. We need accurate data 
to determine which would be most oar: 


The problem in the marketing of our ete crops is one connected with ; 
financing. In order for the farmer to finance the cost of production, he 
must. agree. to sell. his grain to the company financing. his production. As a 
result, the company buying his. grain has more bargaining power than if the. 
farmer had financed the production through ordinary lending agencies. The . 
farmers complain that their market is determined by prices of grain outside 
the State. even though oP State is a deficit grain produoing, area. nea 


The alfalfa hay producers need to have storage facilities. to store their 
hay during the growing season, The feed companies. bought hay this past... .; 
season for 28 to 32 dollars a ton. They are now selling it at 45 dollars 
a ton. The farmer could be getting a ee price for his So if he had 
stored it and waited until now to sell, _ F Siae 


As you can plainly see, ‘some of our problems are due, to the type of financing 
in the States. There.is not much that we can do about this at the present... 
time. . However, we can probably do something to help the cotton farmers in. 
the handling of seed cotton previous to ginning, as well as show the farmers 
that they should store their hay and wait ae fall and winter to sell pe 
largest portions of their crops. 
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SUMMARY OF SESSION ON TIELD CROPS 
(L. Re Paramore, Bruce:L.*Brooks, Thomas \, Stub>lefield) 


Ate thé present time, there ‘is a lack*of information on the production of 
“seed* crops ‘produced in the ‘western’ States, It is felt’ that more information 


* “is needed on the’ anticipated production of these crops in order that the 


‘farmers may be best advised as°to how they should dispose of their crops as 
well-as vhat seed crops should: be produced, ‘These seed crops ‘are generally 
marketed in’ bulk form in the western States and are packaged in other States. 
This allows for the loss of identity of the western varieties as well as 
other varieties to be sold as western produced. 


The Pure Food and Prug Act calls for severe reductions in the price of food 
grains that are contaminated. The farmers need to be advised on this fact 
and éducatéed as to how to prevent the contamination. Along thé same line 
there is a need for indreased farm and elevator storate to handle gaeg . 
“and iets crops | in an orderly fashion in the western area. i 
The producers of wheat in the est as well as in the entire United States 
“are greatly affected by the amourt of wheat exported, fxport markets 
‘furnish the’ market for the wheat produced by one out of every three wheat 
“farmers in the United States. ‘wheat sroduced in the “lest is at a disadvantage 
to wheat produced in the Midwest:on the central markets, The reason for this 
is that the freight rates are so much higher in the est that they cannot 
compete against wheat in the other areas. This means that the western wheat 
is directly influenced by the export market. Another implication of this 
is that the western wheat handlers cannot hedge their wheat on the futures 


“market with the same assurance that they will be protected from loss as the 


vheat handlers in the Midwest. There is a need for a quick protein test 


weeny? chs to” facilitate the marketing and eres of high es ad wheat, 


It is felt that additional extension work in grain marketing such as grain 
grading schools, information on the packaging of seed, and the marketing of 
seed,’ as well as grain contamination is needed, ilany of the western farmers 
are not receiving as much from their hay as they would if it were stored on 
“the farm until it is to be consumed. It is suggésted that this problem be 
“ looked into and the farmer bé educated as to how he can ‘store his hay and 

market it: in a more orderly bac a 


Due to the fact that the ode] staple length of sebeais produced in tha 
United States today is approximately 1-1/16", hedge on the cotton futures 
markets is not as zood a hedge against loss as it has been in the past.” 


- 
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EXTENSION WORK Ii FRUIT AND VEGETABLE MARKETING 
R. C. Scott a 


For purposes of this discussion, I.have attempted to classify the fruit and 
vegetable extension activity into certain areas of work. While certain types 
of work may not fit into the categories which I have listed, they do encompass 
all or a large part of most programs. No attempt has been made.to rank these 
areas of work in order of importance. An attempt will be made, however, to 
indicate several methods which are used to achieve the objectives of the 

work. i ; : , ; i 


General Nature of the Work 


I suppose that most. of us would agree that the over-all objective of all -: 
fruit and vegetable marketing extension programs is to increase the efficiency 
of the marketing operation. ‘In many areas considerable attention is given 

to the maintenance of quality of products from the producer to the consumer. 
Most programs place considerable stress on keeping the farmer, and, in many 
cases, various marketing agencies better informed about the movement of the 
crops in an effort. to promote more orderly marketing of products, In other 
areas considerable attention is given to work on the development of: marketing 
facilities and organizations and work with various agencies in an effort to 
increase the efficiency of the operation. hs 


Shifts in Emphasis of the Work 


During the past few years there has been a marked increase in the amount of © 
extension work with marketing agencies. This has probably been brought about » 
by increased research work with various marketing agencies and extension 
workers have had the responsibility of extending the results to these agencies, 
Increased fumds for extension provided by the Research and iiarketing Act have © 
provided an opportunity to satisfy some of the demands for work with the tradel 
The programs with the various marketing agencies have generally been coordinated 
with marketing work conducted with growers. As an example, it might be worth ©" 
while to indicate the work which has been done during this past.summer in the 
east and midwest on the marketing of sweet corn. The results of considerable 
research on the marketing of high quality corn which has been precooled and 
moved from the producer to the retail store in new types of container, the 

wet strength paper bag, have been made available to Extension. ‘Marketing 
specialists have worked with producers, handlers and retailers in an effort 

to bring them results of research and encourage the adoption of this 

relatively new method of marketing sweet corn. In some markets differentials 
of from five to ten cents per dozen have been realized by the growers and a 
great deal of satisfaction has been realized by the handlers through their 
ability to provide their customers with a better and more acceptable product, 


In some States demonstrations have been set up with retailers in order to 
encourage them to adopt the results of research. Examples include work 
conducted in New Hampshire and New York in which displays were set up in the 
stores in order to demonstrate to the retailer how improved practices in 
merchandising would improve sales. 
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Appraisal of the Market for Various Crops 
I suppose that much of this work might be classified as outlook, In meny 
“areas, the marketing specialist has discussed the demand for and prospective 
"supplies of various crops at meetings of growers, I understend that as 
‘Extension has worked more with the various marketing agencies, considerable 
interest has'also developed in certain areas, for this type of information. 
tir, Austin Fzzell, of Alabama, has indicated that there is considerable 
‘interest on the vart of retailers in his State concerning the outlook for 
and development of the various: crops. pig eo Soe 


Many of the spécialists, especially in. apple and potato growing areas, ‘devote 
‘considerable attention to an analysis of the holdings of the crops and the 
movement into comsuming channels, It seems to me that this is one area where 
we have a very important responsibility. ve can find many instances where a 
_very optimistic outlook on the pricé situation for a product at the beginning 
“of thé season resulted in slow movement and high prices early in the season 
and low prices and, in some cases, dumping of crop at the end of the season. 


Marketing Organizations and Facilities 


In some southern States, and.to perhaps a more limited extent in other areas, 
attention has been given to. the development of marketing facilities agencies 
and associations for marketing crops. An example includes Arkansas where 
strawberry crowers were assisted in. developing associations for marketing 
their crop. The specialist assisted growers in organizing their association 
and advised them regarding the adoption of various practices for marketing 
their crop, including grading and movement to various markets, Another 

example in the same State included the assistance given the Young Farmers 
of America, a veterans organization, in organizing and obtaining the ~ 
cooperation with the city and county governments in developing a new market. 
Following the development of the market the specialist assisted management 
in determining the services to be provided. During the first year of 
operation this. market handled. nearly 47,000 crates of strawberriés and 880 
‘tons of “reen: beans. -. Ty ) 


In iississippi where production of fruits and vegetables is scattered and 
where there has been little organization in the handling of the crops, 
marketing specialists are organizing. vegetable marketing associations in 
cooperation with the county agent in areas where there is sufficient volume 
to justify an association. An analysis. is mace of the situation in each 
county where there appears to be a need, and meetings are held with growers 
to discuss the needs and opportunities. 
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Work With Consumer Groups 


_ In a number Sh areas the fruit and vegetable marketing specialists have 
- devoted: some time.to work with consumer groups in order to familiarize them 
' with the-problems of marketing fruits arid vegetables and to make them better 
informed buyers. Examples include Maryland where the specialist has’ devoted 
‘time to work with consumer groups in teaching them about the characteristics 
of fruits and vecetables, selection, care and storage in the home. The 
specialist in New Jersey. has devoted considerable attention to work with 
consumers, In.addition to appearing on several television programs in which 
consumers were informed about the movement of the crop and other points of 
interest, three short movies have been prepared for television. These movies 
_.. ‘are aimed at developing a better understanding on the part of the consumer 
| _ Soncerning ame eronnens of producing and. marketing: fruits and vegetables. 


Work With Processors 


ae the States in which processing crops are ‘important, many cre the 4s OE ets 

work with processors.and growers of canning crops. in an effort to develop a 
better understanding of the outlook for processed fruits and vegetables to- 
gether with supplies and movement of stocks from the preceding year. Thus, 

both the canner and the grower are armed with facts which help them to more 

- intelligently bargain on price and acreage. Extension has made a very 
important contribution in this area of work. | 


Appraisal of Consumer and Dealer Acceptance _ 


Many specialists have devoted Ati tsr attention to the informing of 
growers regarding acceptance of various varieties and grades of different 
products, types of containers, degrees of ripeness of certain fruits, etc. 
For example, in Tennessee, work has been done with various new strawberry, 
tomato and snapbean varieties in an effort to appraise the acceptance of the 
product. In North Dakota, growers have been informed about the quality, 
sizes, and types of packages which best meet the demands of the consumer 
and the trade, Another example is Massachusetts where practical marketing 
recommendations were made to apple, strawberry, asparagus, lettuce, sweet 
com, potato and tomato growers to market their products to better fit con- 
sumer. demand. 


Grading and Sizing 


Based on a review of the annual reports from the fruit and vegetable 
specialists, as much attention is devoted to this area as any other area of 
work. Educational work has been conducted to teach growers: characteristics 

of the various U. S. grades for their products and efforts have been made to 
evaluate the grades which growers should pack in order to realize the greatest 
returns, This is a difficult area in which to make recommendations, especially 
in areas located near large consuming centers. ‘hile you have few alternatives 
as far as grades are concerned in this area, especially where you are shipping 
long distances to markets, growers in the nearby areas have many alternatives, 
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How the Job is Done 


While I have indicated some of the methods used in certain of the areas 
listed above and am giving you copies of three plans of work, I should like 
to make a few general observations. .There appears to be a marked increase 
in the use of.slides and movies by extension personnel engaged in fruit and 
vegetable marketing, Many specialists are giving particular.attention to’”— 
publications at regular intervals during the marketing season in order to ~ 
keep growers and handlers better informed about the movement of the crop. 

In one state a publication is issued each month which gives information to 
growers concerning the outlook for various crops, storage ‘holdings, prices, 
various other items of current interest which will help growers and se 
marketing agencies to do a better job. This specialist plans to include 
one page of pictures in each issue which will show new developments in 
marketing. Needless to say, personal contacts at meetings, and with tours 
on farms and in the market place continue to be a part of many specialists’ 
work. Specialists are finding the use of leaflets which place emphasis on 
a specific problem to be of a great deal of value, 


IDAHO FRUIT AND VEGETABLE MARKETING 
R. Ws Wilcox 


The fruit and vegetable picture in Idaho is dominated by potatoes. Potatoes 
accoumt for about half the cash income to Idaho farmers from all fruits and 
vegetables. The other widespread crop is dry beans. 11 the other commodi- 
ties are localized. Some are highly variabie in production from year to 
year. 


As a result of this situation, the bulk of our work has been done with 
potatoes. Work with other commodities has been largely of a service nature, 
€e6g., educational work on what can be done under marketing agreements. 


There is a potato marketing agreement in Idaho. This agreement has been in 
force since before ‘Jorld Yar II. In addition, we have a potato advertising 
commission financed by a tax on potato sales. The Commission and the 
advertising firm it retains has considerable interest in eny marketing work 
anyone else doese A are 


Idaho has participated in potato marketing research under RiMi. ‘le have 
taken the research results to our farmers as soon as available. Two studies 
in particular have lent themselves to Extension use. One was the consumer 
preference study on Idaho sized potatoes and the other was on transit 
damage. vie used the consumer preference study and part of the transit 
damage study as the basis for 16 district meetings covering the entire 
producing area in the State. These were set up to systematically cover 

the State and were held jointly with the potato specialist. The same 
material has been used in other meetings also. 


a ay 


The transit damage study pointed up-an important problem facing the State 
worker in many cases. The findings indicated the greatest quality loss in 
_ the. earGNe of potatoes occurred after they reached the wholesaler. 


. The. pest pointed out the. need for educational work with the wholesale and 

retail groups. That.is where we run into trouble for the bulk of our 
potatoes go out of State and we are not yet ready to use State funds to do 
an. extension job outside the State, even on our owm product, “le know there 
_is a lot to. be done on maintaining quality after potatoes leave the ground 
and before. they leave, the packing shed; Our people are working on that 
phase but the other. phase needs attention, 


Another phase. of marketing requiring study is the reduction in labor apa in 
the. harvesting and handling process. Pulk handling of potatoes is on the 

.. ingrease but poses special problems regarding damage. Our research people 
nbd horticulture and agricultural engincering have shown potatoes can be 
handled in bulk with no more damage than if picked by hand and handled in the 
conventional manner, It is easy to get in a hurry with mechanical harvesting 
and handling, and then damage increases rapidly. Fulk handling from storage 
seems to provide opportunity for labor saving but our facilities are not yet 
too well adapted to it. 


Warehouse labor efficiency seems another place savings may be possible from 
two standpoints: (1) Higher output per man, and (2) decreased damage in 
handling. We. could do considerably more work on loss prevention in potato 


“* marketing. 


THE EXTENSION PROGRAM IN MARKETING FOR CALIFORNIA VECETAPLES 
Robert C. Rock 


The Extension program in the marketing of Califomia vegetables probably 

_ presents the LENS challenge, problem, and complexities of any other 

- commodity group. With somewhere close to 25 different vegetable crops of 
multiple utilization grown in commercial volume in the many truck crop sections 
. of the State, the Extension program necessarily has to ye broad and flexible 
"to meet fast changing economic conditions. | 


Because of the broad and complex nature of the work, we have at present 
-concentrated our efforts on a program which well might be entitled "alterna- 
tive enterprises." The objective of this program is to conduct an educational 
program to assist growers to adjust their operation to changing economic 
conditions. This is a broad objective and we attempt to reach our goal 
through all Extension methods of teaching; that is, reports, meetings, 
demonstrations, press, radio, farm calls, etc. Probably the most developed 
project in this program is. being carried out in the southern section of the 
State. Changing economic conditions associated with the large influx of 
population in this area in recent years, the encroachment of residential 
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“publ ding onvagricultural land, the adjustments’ that are’ taking ‘place’ inthe 
‘eitrus’ industry, water problems, and changing domestic and foreign markets, 
have’ ell contributed og the: need ye “Belge a Pe info ration on alternative 
“orops «| ? . 2 


= To: meet” “this: néod we have’ developed on & reghnrele basie’ brief oe neviematiion:? 


'~ sheets: ‘suntna ri ging ‘for! a’ particular vegétable ‘crop the important facts re- 
‘garding ‘the ‘cost of ‘production, cultural practices, . marketing costs, and 
“oS market ‘price’ tretids.” It is: ‘planned that each county will gradually develop 
this. tyve of ihfortiation for its principal vepetad te crops and thus provide 


pe ae factual information to RD ig ‘hein in roses Sado Sled decisions. 


4A 


At’ bie Sprdaene time seven Sudke aounty reports i have: Beet hesdaa by doutity 
“offices on vegetable crops’ in their areas, These reports have been issued in 


the: southern counties and includé reports’ on sweet corn ‘and winter tomatoes 


* for Imperial County, market tomatoes and celery’ ‘for San Diego Coumty, and 


broccoli, celéry, and cauliflower for Santa Parbara County. It should be 


‘noted’ that this project is a cooperative undsrtaking between the extension 


economist in marketing, the extension economist in farm management, and the 
county farm advisors, The complete report is the outgrowth of the many enter- 
prise cost data sheets which have been prepared by the farm management 
specialists. This approach, we feel, is a fine example of the effectiveness 
of extension specialists worries page ex on a common problem. 


4 


While this type of report differs slightly between counties, the typical. 


' “peport is about as follows: ‘The first page | ‘contains an’ estimate of the cost 


of production ‘for ‘the crop in thie area. ‘This cost-of-pro duction information 


-has* been arranged so that farmers: may use it as a guide for estimating’ ‘their 


own production costs. Following ‘this, brief notes are given on the cultural 


““ aspects of the crop as well as’ information’ on commercial yield per acres To 
“ complete’ the picture’ and shed light on all the profit factors, estimates are 


given on the marketing costs involved in getting the produce to- the whole- 
sale market, followed by wholesale price trend information. It is hoped that 
through: the ‘use of such ‘information, farmers will be in a better’ position to 
estimate their production and marketing costs, forecast market prices, ahd 


thereby’ arrive a the most: profitable pape of alternative ah gel ate che 


* Another ihe’ which we are carrying out under this broad program is’ the 
“more: detailed study and dissemination of information on particular Crops. 


Ns an example’ of this general marketing program, I would ‘Like to mention 
work done with the Frussels sprouts industry of California during the year. 
While the Brussels sprouts industry in California is not one of the major 
vegetable’ crops, it was felt that becatise of the lack of published informa- 


tion’ regarding the ‘marketing of this crop andthe many requests by ‘growers 
’ for this information that the subject’ warranted our effort. Increased © 


‘freezer ‘operations during the last ten years have changed the industry from 


"one in which practically a11 the production was marketed fresh to one in 


which ‘the bulk of the bhai is now frozen. This has caused major adjustments 
within the industry. Much material on this subject was collected and analyzed 
and a report issued tor general distribution. ‘Meetings with growers as well 
as with the Poard of Directors of the important associations have heal eld 

to discuss this information, , 
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As another example of a specific project under the broad field of alternative 


. enterprises, I would like to mention the work which we have done with the 


green -Fordhook lima bean growers in the southern section of the State, 
specifically Orange County. During the last year many growers were interested 
in expanding the production of this crop. Fordhook lima beans for freezing 
fit in well ‘with the cropping system of the county. Fordhooks are a short 
season summer crop and this allows the land to be used for other crops during 
the remainder of the year. -As Fordhook production. is generally contracted 
for in. advance for freezers, the-crop provides a relatively safe crop in come 


_ parison with other: more speculative cash crops. The problem faced by. Fordhook 


growers in the county in their desire to increase production was the lack of 
freezer capacity in the area. In order that Orange County growers could 
better appraise the feasibility of expanding freezer facilities, a report was 


' prepared on the economic considerations and statistics regarding future Ford- 
‘. hook lima bean production and freezing in the county... This material has 
- served as a basis for.discussion by groups of growers and has helped point 
‘out to them all the economic factors. which must be considered if a sound 


emparein of For dhook. ae pean RECS ee is to take place in ‘their area. 


Ul 


MARKETING FRUIT Al'D VEGETABLES 


Anson B, Call, Jr. 


gllarecting of ‘cat deta Siine. fruit and vegetables, must go back further 
‘than just the time when the fruit or vegetables are ready to market. In 


_ fruit, we should have the varieties planted, which are generally in demand, 


then we must have proper orchard management to produce the quality fruit 


-that the consuming public desire. The harvesting mst be completed when the 


fruit is at its ners so that it will get to the markets in the best possible 


condition, 


One important factor which I think we lack in the State of Utah, is the 


proper grading and packaging of different types of fruit and vegetables. To 


- me, one remedy for this is centralized packing. ‘hen an individual packs 


his own fruit he sees a few blemishes on the fruit and thinks only a few go 


in the pack. He thinks that it won't hurt as the consumer will be able to 
- use it the same as the housewife on the farm can use it. I think the less 


‘ 
a 


the farmer or fruit grower has to do with the packing and Steins of his 


‘fruit the better the quality. will be. 


ree ana should know what grades are wented. One of the best. methods T have 
‘. found, in the counties where I have worked, is to have the Federal and State 


Inspectors come to the county at the time of harvest and hold a packing and 


-grading demonstration. .U. S. grades and tolerances are explained and dem- 
. onstrated at. these meetings. The pack can vary a creat deal but still there 
are eoarain ROUUAT ERED Us fist must be adhered to if they meet U. S. standards. 


iatoreecten should be available to the producers on the daily market quota- 
tion on. ffuit and vegetables so. they will know, what TiS can expect for their 
produce, 
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One problem we have in Utah in getting high quality fruit is that operators 
with small acreages feel that they can make more money by working at near-by 
defense plants than by caring for their small acreage of fruit. They have 
their orchards just as a sideline and spend very little time in-caring, for 
the fruit. When it is ripe they think they just as well get as much out of 
it as they can so they put onto the market a very inferior quality and grade 
of produce. ‘le have a large number of such producers in our state. 


A road-side market should be kept up to standard and only the best quality 
produce should be marketed on these stands. Too many of the road-side 
markets sell only what they can't ship to advantage. The local people who 
buy at these stands frequently get some very poor quality produce. 


Better storage should be provided for apples and potatoes so they will not 

have to be marketed at the time of harvest,’ as generally the prices are the 
lowest at that time, If they could put the produce out when the people are 
consuming it a little later in the year, they would have a better chance of 


receiving more for their produce. 

Potatoes generally have good storage in Utah and all of them are not sold at 
the time of harvest. Producers who store potatoes receive, I -think, more 
than enough to offset the expense of storage. i : 

Stone fruits and berries, which dannot be’ stored for long periods, should be 
placed in a cooling room where they can be cooled before they are loaded on 
to cars or trucks. Considerable produce is hauled in’trucks from Utah.and 
it would arrive at the various markets in a better condition with less 
spoilage if it were cooled before shipping. — bod 

As I have stated before, one of the best methods of marketing fruits and 
vegetables is to have the quality and varieties: that- the market desires. 


So if producers will try and work to that end they will be able to do a more 
satisfactory job of marketing. $65 woo 


| FRUIT AND VRCETADLES MARKETING 
| | Summary | 
(Re C. Seott, Re. Wilcox, R Ce Rock, A. B. Cell, Jr.) 
Significant facts relating to aed Be go 
1. A multiplicity of products are Groduced sattnatwea ett tes. 
2. There is a wide variation in season of marketing among the States. 


3, There are a great many different outlets and methods of handling 
and distribution for most of these commodities. 


~108- 


Marketing problems differ for: 


Be 


be 


6. 


Those producers and areas with local narket OE She 


Those producers shipping to distant markets. ‘This breaks - 
down into problems of: 


(1) The producers of short season perishables Bee as: 


cantaloupes and peaches, 


(2) The producers of storable products such as apples and 
potatoes. 


There is a sreat need for the aarp Oh oe es act additional 
work in this field. This will Require, additional personnel. 


In this group of commodities, there is'a wide variation in ierseaci 
tion and frequent shortages and sida ek 


Consumer education will be very important in meeting the 
problem of surpluses and shortages. 


— of the problems brought out in the discussion were :: 


1. 
Ze 


3a 


Grade and quality is poor on many local markets. 
Growers do not know how much storage will be needed. 


There is a wide variation in the types of containers used tacky 
shipping and selling. 


Trade acceptance of local ae 4 ae problem where volume and - 
quality fluctuate widely. 


Merchandising through road side stands--a quality and price problem. 
Need information to use in pricing on short season crops. 

Need information for pricing contract nie prneare CropsSe 

Need to develop additional information for consumer Adhidation 
workers, in order that they may give accurate information on 


"best buys" between various products and between pa ee of 
specific products. 
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. RECENT RESULTS OF MARKETING RESEARCH IN THE WEST 
- Dee A. Broadbent. .. 


I, Marketing research results are not restricted to organized research 
projects. | Ae : 


A. Most eee signee and improvenents come out of industry itself. 


B. Educational eepenr sae seneh ooh is limited without ‘cooperation 
“wetted aid of cise 


l. Change in organization ‘or practice is ‘often required. 


26 Often research isa padord of the work dorie’ by people 
‘inside the industry and need only. analyze and intaxprel 
correctly what tabi a Sane 


II, Results of! ‘arke ting Research ; in West 1 was “gubject assigned me for this 
discussion. he 


Ae Lack qualification to eye TNahS the work that has been done and 
is being done. 


B. Lack information to enumerate the research under way. 


C. Most of marketing research in West has been done in California 
and coastal areas and George Alcorn. might. more appropriately 
discuss this Bune. 


D. Boiskeeey to opinion of: many , much research Was ‘accomplished 
prior to Hope Flannagan. 


E. ‘est is part of U. S,--will then in part be treated by 
Harry Trelogan who is better qualified than I for the 
following reasons: 


1. He has the statistics. 

2. He has been thinking about marketing in gerieral. 

3. liy marketing experience and recent interest is with 
livestock and will spend my time discussing livestock 


marketing research in West. 


III. Longest and most vi ia bridge in world is the livestock marketing 
bridge. :. 


A, Livestock marketing is the most important marketing job in 
agriculture from point of view of well being of farmer and 
consumer. . , 


Answers Ag the cones duiestions basic to understanding of what is behind any 
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La Almost: 1/3.-total farm income is from livestock. 


2. About 3/4 tote] land area is used for livestock production. 


3. Livestock, is, raised on 3/8 of all farms in United States. 


4. ee to a permanent eae emt 


Be Essential to a better fed population...-... 


bd . 
eee 


6. pees only to auto industry: fmoUg.S; in. totel dollars 
as income produced, and: people employed. _ 


7 “About 6 of every 1¢C0 consumer dollars is spent for meat. 


BSS Meny- antersated in problems of Papin sg oe Me oTeaee 


1. Conflicting interests are weeny 


ns t 


Be 


Be 


“Gas 


pr tine wants highest price possible. 


Packer. wants as wide a sci aie between farmers and 


‘retailers as possible. 


Retailer wants wide margin between packer and 


consumer. 


Cbeiatina eS wants best a rc low price. 


2. Conflicting opinions arise out. of. conflicting interests. 


‘Someone will be found who will support almost any point of 
view. 


R. C. Ashby is one who: auEEaR Yes this list to test 


i evaluations, 


b. 


Ce 


Who ‘said it or what is the background or is he qualified? 
Who pays the salary or whose ax is being ground? 


What is the objective of ‘the statement? — 


statement: ped on. iti subject. 


IV. 


Gebenk economic vEyauds in the isweutock incieatagd should be understood in 
any livestock marketing discussion, 
“"gesonomic causes. which are more important than the trends themselves. 

An investigation of the trends and their causes has been the objective 


of our mee EEE research in the |.estern States. 


A. ‘IAvebtoor production increased 35% in- past 25 years. 
part about half a result of increased size of the livestock enter- 
prise, and the other half is accounted for in more efficient produc- 


tion per animal uniti 


Behind these trends are some basic 


This is in 
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are Application of AAMT SSB AY Oe finding in nutrition. 


2 se reeding in eh) kinds of Livestosk. 


S\. cuenized! practices, i,e., shift eh eel ie operation 
from long yearling or aged steer SRIF ARE. 


4, Emphasis shifted from ental fats: (1ard) to lean meat. 
Competition from vegetable oils found price of lard 
Siege live hog prices for first Male: 


, x posing trends in cattle and sheep numbers. 


le Reduction in sheep was about 45% in last two decades. 


fgg Increase cattle in ve S. about one: ited but fully doubled 


in South. 


The same basic:resources used in producing both, but are ‘combined in different 
proportions. ‘Sheep producers have ‘not been able and cannot now compete for 
| the resources” under present poise and cost relationships. 


Same economic Gavironment has Bacourered cattle production, but discouraged 
production of peg 


C. 


De % 


Populaciers shifts mean dha ttle markets for meat. West, and 
particularly West Coast expanding more rapidly in population than 
7. S. This has created expanding markets close to home and re- 


asad long distant costly shipments of meat and livestock to the 


East. 


1. - Twelve western states, including Texas, increased from 16 
million people ‘to 29 mT ON in pest 25 years. 


2. Coastal. states now require 1- 1/4 billion pounds of red meat 
more than they produce. This is five times the total 
 poundage of livestock produced in the gavize State of 
Utah at present. 


5. - Aine ae present consumption racer for meat as at present, 
the additional population in the ‘lest by 1958 will require 
the following increase in livestock. 


a. 800 thousand head more cattle 
b. 375 thousand head more calves. 
cs. 1.1 million more hogs. 

de hi million sheep and lambs. 


eRpate ions of Livestock not increasing as rapidly as the human 
population. 


1. U.S. shifted from meat exporting nation to an importer of 
meats--lard only is in surplus. 
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2.; Increasing purchasing power in hands of expanding human 
population has ‘caused meat prices to increase relative to 
other, getiau ura. commodities. 


Wi frat ape eet. . 
x 


‘Qe, Partly ee iti ‘eebth inability. to, Aileen as fully 
“the livestock industry as with production of. grains 
and forage feeds, ' ac tiigaehs pen an Cog | 
-b.” Promisés. relatively ae prices for mieatoak in the 
ie ay s 3 : 


E. Livestock slaughtering Lapaabaatecing in. Location. 


wth ole, .! Processing on the stump" industry has, noneS the EN into 
the surplus producing beidoiaiews 


lal ipl of: slaughtering in jest ie ‘keeping pace. with popula- 
tion growth. ast ' 


3, Smaller bap of Bb ache a mo ving éasts 


41  pesgneearnaing of. packing: snéurd not be confused with . 
“t . decentralization of ownership. Four largest one still 
buy. om o , 

5.5 of every 10 hogs 

6 of every 10 cattle 

7 of every 10 calves De: 
oe of every 10 sheep and lambs 


5. Wee 4" ply” 2/3 of all animals sold for slaughter un der 
federal inspection. 


‘pw Largest 8 packers still buy 80% of all ‘animals slaughtered 
under’ federal: inspection. 


FP. Decentralization of selling nae influenced livestock marketing. 
lL Cent ral avitts markets no Lon ger dominant. 


&. Sales direct to packer ay feeder or rancher in- 
_.. creased here as in rest of U. S. 


b. ‘Associated with the changes in transportation, 
decentralization of packing industry, and better 
commund Gatton s 


Ce Farner edd rancher have been léd to think they are 
petter off financially to eliminate all the "“para- 
sitical middlemen." Probably lost more in price 
than they saved in marketing costs which they often 
have to perform themselves. | 


co | 
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LY yan ote Bate nas vo Peg, 7 me ye 
‘ aes bh keh ia ek Sa apse 
oe “m beg 


. Smaller: proportion of. livestock moving through central 


markets has reached such, proportions that‘question’can 


be raised about the adequacy of our market news service. 


ee ae 
To 


: pis berries ai arr aking ie. Hea. “teil : : 
a. May. be insufficient, volume of slaughter livestock 


for good market news. 


wby. Stocker and, feeder. livestock market news most ~ 


seriously: impaired, . 


Development of local auctions has. diverted’ livestock 


from central markets. 


rot Ath 


a. In 1925 only 3 auction markets in western States and 


Texas. There were 450 in 1949 and probably 500 by 


ts av MOWes cn 4 


‘b. Increased 46% since 1945. 


oe 
oe is 


Ge. Auctions sold twice.as many cattle and ‘calves’in 


1949 as the central. markets in Vestern States. 


+= %4000,009 head.cattle.and calves at auctions. 


3,400,000 head cattle and calves at central markets. 


> de | Marketing of sheep and lambs through auctions has 


not. become very important. 


em, About 1/3 of auctions sell less than 5,000 cattle 


equivalents per year. 


f, Larger auctions sell more livestock than several of 
the central markets--they are assuming the function 


.. + of the, public central market. 


g. Should not necessarily draw the conclusion that mere 
:,, -mumbers of markets. assures. producers a competitive 
market, All of them must be supported by the in- 
dustry, end all dre not essential. Current trend 
,..toward auction method of selling at central markets 
started at Ogden and igs now operating on ‘several 
other central markets in U.S. 


G. Greater proportion of meat now in upper grades. 


le 


Ze 


Quality improved with changing production practices and 
increasing demand of better grades. 


Grading of livestock has not yet become an integral part 
of marketing system. 


H. 


eee 
previous. 50 yearse. 


J. 


Slide 


Transportation revolution is associated with several trends in 
livestock MeKAe AD Be 


Hasire 


2s. 


36 


“Seventy-five er of hogs, cattle, and calves are now 
_..., received at market by truck.. 


Lambs .move much: greater distance; : consequently, - rail ship- 


ments make up 55% of total movement ‘in U. S. ° 


Distribution. of:.meat. from wholesalers moving in ‘increasing 
vo lume by truck, almost all the shipments of dressed meat 
from Swifts at Ogden moves by truck. Speed, convenience, 


_ and, personalized service by truck lines has oe Napa much 
of this trade from the rails. 


Retailing of meats: made more. Arcee in sa senses than in 


le 


Ze 


rhage 


Be 


‘7 


4. 


Self service - refrigerated display cases are standard equip- 
ment in every new retailing facility constructed. 


-Program had not only to await’ technological improvements, 


but. overcome. institutional resistance of organized labor 
and vested Capsbst interests. 


Marketing. Coan. are “increasing in nehasn Bit of our foods and 
‘meat and livestock are no exception, 


Does not mean marketing system is necessarily efficient, 
but in spite of increased efficiency the additional costs 


_of providing the services which are ‘demanded result in 


increasing spreads between farmer and consumer, 
Added services mean eqded coeta: 


Yiost of marketite neaee are made up. of en for labor, 
and labor costs have sige ereo more Bap ay, than Sean 


items. 


‘as. Labor costs have been increasing more rapidly than 


progeriazay of are 


fy * Oreanieeten will ‘prevent ikéd aia costs from 


declining much in future. 


Marketing costs in handling meat have changed in the follow- 
ing manner, 
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Retail Cost Per Pound of Meat 


:So.zanp pene aeaupten lee ee 
CBE a pep seins — ‘cents 
Retailing . | es 6.6 | yess 9.0 
wholesaling - 1.6 7 Po tS 
Packing | | 4.0 1 peer ra iat Te 
tierket: to Packer ‘donee’, one ee 
All marketing | 13.2 | f sce ' 20.0 
Mer eee ieee mb lh um 35.4 
Paid by consumer 20.0 © aie Aidt 55.4 


~. 


Too much attention of livestock producer has been focused on the costs of 
marketing to the packer which are insignificant when compared with the over- 
all marketing costs. 


Problem of producer is still to reach the most intense competition available 
for his livestock. Prices are-infinitely more’ important to producers than 
gains which might be made LahY Bue AE, the i. 3 cents per pound back to the 
whole penny. 


V. Present maaan activity of Jestern Livestock Varketing Comittee. 
A. Completion bey) current studies and publication of results. 
1. liarketing ‘estern Teeder Cattle - ‘lyoming Station’ Fulletin 317. 


’ 


oe igi in trade of Testern Slaughter Livestock - be 
' AIB-Noe 14. 


3, Trade in “'estern Livestock at Auctions. 


a. Development - Importance and Operations, Utah — 


b. Analysis of livestock Marketings, Washington — 
- Bulletin 537. ae 


c.- Factors affecting producers choice of market outlets, 
Utah (in process). 


d. Organization and operating efficiency, Texas (in process). 


4, Characteristics of \/estern demand for meat - Oregon (in process). 


VI. 


B. 
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New research problems being initiated, 


1. Prices paid for comparable livestock at alternative markets. 


2 Costs of marketing livestock through alternative markets 
- with special reference to shrink. 


3. Cooperative marketing of livestock in Western, States. 


Problems in livestock marketing research. 


A. 


Livestock marketing is a national problem. It has no respect for 
conventional State lines which confine the researcher. Contain- 
ment is not only geographic, but also mental. 


"Mind: sets" - preconceived notions and local sh beroribe restrict 
mate activity in regional problems. 


Miiind pteataee people are commodity minded ~ problems in ance 


ing too often handled by the administrator to the commodity 


specialist who lacks marketing training and background. Result 
is that most of the talking on marketing subjects is eee done’ 


by people without technical gs 


dD. 


E. 


F, 


‘Vested interests are. always against changes which reduce the. 
value of their "sunk investments." Retard the wheels of 
progress. Organized labor (meat cutters, butchers) retarded © 
the development of pre-packaging and central servicing of 
meats for sale at retail. ; 


Hope: Flanna gan plished marketing research in some ameter insti- 
tutions to the detriment of the production aspects. 


1, Participation for cut in funds and hope that qualified 
personnel could be found, 


2. Personnel often pulled from other work of equal importance, 
but without the financial BULPOr Ss 


Difficulty of always being able to ee: relate observations, 
practices, and changes in organization to the price of livestock 
or meat at retail, Price-quality measuring sticks are still 
inadequate, . 


Pressure to get results now - often leads’ to bad research 
practices, Research cannot be hurried and in a dynamic field 
like marketing, scat is often eeaee to society.’ 
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“RECENT RES| VLTS OP ¥ LRKETING® RESHA RCH 
Harry C. Trelogan 


Results of marketing research are now coming forth in such volume and in 
such’ variety that it is difficult to keep abreast of them, “The difficulty 

is more easily recognized when it is pointed out that some 11 Federal 
agencies, 48 State agricultural experiment stations, and some 50 contractors 
are. participating. . in the current marketing research program, ‘/ithin the 
experiment stations there are 450 marketing research line projects and within 
the Federal agencies a somewhat smaller but nevertheless a substantial number 
are being conducted. The results are reported through a number of outlets 
such as ‘bulletins, circulars, professional journals, trade magazines, and 
‘other means used to report scientific work generally. 


There is no central point through which or to which all marketing research 
results are reported. This is true because of the wide variety of agencies, 
subjects and scientific disciplines that particivate in the marketing re- 
search, To help alleviate the problem, the Department of Agriculture has 
" established a new series of publications called "The Marketing Report -: 
Series". Within the 6 months since that has been established, some 25 ree 
“ports have: appeared. Perhaps a still better indication of the volume of 
‘output ‘is the fact that 48 press releases issued by the Department during 
“the past year have dealt with marketing research results, In view of this 
variety and volume of output, there is need to help the extension. Eeopie 
identify and select the gee useful to. them. 


There’ is considerable evidence to an ate te that the cee tH of marketing 
research results is gaining favorable reception. Last year 3 of the 4 
awards made by the District of Columbia Chapter of the American Marketing 
Association for outstanding research in marketing conducted by Government 
agencies were granted to agricultural research projects. Two of the 3 
awards made for outstanding published research by the American Farm Hconomic 
“Association went to marketing research workers. The 1951 Distinsuished 
Merit Award of-the National “holesale Frozen ‘ood :Distributors Association 
was given to the Production and “‘arketing Administration for marketing re- 
search conducted by that agency. This incidentally, was the first time the 
Distinguished Merit Award had been given to a governmental agency. 


Of greater significance as a measure’ of favorable reception of marketing 
research is:the degree to which marketing agencies are willing to lend their 
facilities and cooperation to research workers. The great bulk of marketing 
research cannot be conducted in isolated laboratories or with test tube 
experiments but must be performed in operating businesses. Consequently, 
the willingness of marketing firms such as warehouses, wholesalers and 
retailers, to have research workers study their operations is a good sign 

of the respect and confidence that has been gained for the work, Marketing 
firms have been exhibiting a much greater desire to poorer ae and to lend 
their facilities to the research, 
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In assessing the value of marketing research, it should be recognized that 

it is not designed to revolutionize the existing marketing system. Rather 

it is intended to improve an excellent established system which offers 
unparalleled distribution of agricultural produce regularly and consistently 
to every town and hamlet throughout the Nation. Consequently, the contribu- 

. tions :of the research must be expected in the form of many small improvements , 
the ageregate of which will have . -distinotly beneficial effects. 


Rageeniae: also that although. a major. orientation of the aa bys to reduce 

marketing costs and margins, it is confronted with important opposing trends. 

-. The effects of inflation and rising labor costs, plus" the increase in demand 

- for marketing services on the part of. both producers and consumers tend to 

increase marketing costs, As a result, the research’ is hard pressed to 

minimize the increases rather than to actually. effect general roduc tions in 
isla and margins. 


Vhile all of the research in pe eh can be rationalized as contributory 
~ to the minimization of costs and margins or the maximization of marketing 
efficiency, only a portion of it deals directly with these problems, 
Included in such research is that of measuring the costs and margins. Part 
' of this is in terms of comparative measurement designed to indicate the 
‘cost: experiences of firms, organizations or wits performing similar func~ 
tions. Such comparative measurements enable business management to identify 
. its-relative efficiency compared with competitors and to suggest what fac- 
‘tors influence the relative costs. Measurement is also expressed in de- 
tailed analyses of all the costs incurred in moving selected agricultural 
products from the farm to the ultimate consumer. This research contributes 
‘to'a far better’ understanding of the numerous services performed and the 
distribution of the marketing margins among the wide number of market 

' agents participating in this movement. This. research also provides leads 
to other research workers regarding where. further research can be conducted 
most profitably to reduce the costs and margins. Efficiency studies | 
employing the technique of synthetic models are designed to help with the 
“identification of ways and means by. which industry could reduce the number 
of services performed or perform the services at less cost. | 


Envios of recently published research dealing with these problems ‘in- 
clude studies of: 


1... Costs of retailing meats in relation to volume, . 
@. Marketing charges for head lettuce in Pittsburgh and Clevelend. 
.. Se Marketing charges for potatoes, | 
4. Transportation and handling costs of selected fresh fruits and 
‘vegetables in the San Francisco Hay terminal market area, 
5. Factors to be considered in locating, hi and operating 
~<- gountry elevators. . 
6. -How to hanals appnes more efficiently in storage houses, 


A second broad Aacaperey of marketing research deals with ‘maintaining and 
improving product quality. This research seeks ways of protecting the 
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Bc: fee ongnt 
a 


Guerre: attributes of renee TRIE 3 pidtader throtigh ‘the marketing system 50 
that consumers will réceive hetter. quality. products. . This research, is also 
“Goricernéd with ‘problems .of inspecting, -testing,, and. sorting» agricultural 
produce’ on the basis ‘of quality and’also the. problems of operatin useful | 
grading ‘services to facilitate marketing, Among the. recent nating 
research results - ae ce’ ‘in erage area are studies. on: 


1. Prepavkagin of a ee of drwatets sucht as. eit. grapes; rie 
tree ripened peaches, and broccoli for refrigerated panel agi a 
Be Nettods: to-reduce: apple bruising. . . 
he Clee ays of*reduéing potato injyries-in grading, . 

ALS Mew metiiods: “for-measuring: cotton. maturity, and ‘fineness. glen 
‘* 5, ‘Short-cut methods. for determining .oil-content of Soybeens. .. ps 
‘6, Fumipart dosazes to protect elevator stored grain. 

7%. Wool preparation: and marketing. : 
"83° How various lard-making methods affect. Hehe ‘product, Le Seton 
| nA SA ig standards for hoge end, a: carcasses, . ; mis foes 


A third broad ‘oatenory of: nareattita. paabane is bon gheitaal wh Gh. the improve- 
ment of market organization and facilities. This wo rk. deals with a variety 
of objectives such as the reduction of labor required in agricultural ; 
marketing, the coordinated effort of marketing acencies, the, improvement. of 
“marketing sérvites,: and thie examination. of. market. regulations. | Useful 
‘research. results on these problems are being. applied at every stage of 
marketing ‘between: the farm sand the household. : A few. examples such, as. the 
‘following hing vagy ne studies sabes serve to illustrate: 


1. Butk: delivery. of: feadise 

2. The"Foundation Seed Stocks pe crane = Pe: 
“Be “Farmers: produce ania tshe PPS point ‘fruit and. vegetable i 
Seerotarke ta .2 Si Ne: + 
“4. Plans for-new aHbar shoLesaie’ produce markets. for ‘such cities 

‘ "s ag Hartford, : ‘Connectiouts ica ‘Juan, Eee Rico; and Foston,, . 
pp Pe Sl tts. PRMSOSlSH OE LL OW Se 4 | | @olerry 


“8. Planning a wholesale: padi eth food ai stritution plant. 
‘6. “Receiving: baled cotton at warehouses. . 
“7 Surgestions for improving services and ‘facilities at. public 
terminal stockyards. 
8. i'ethods of handling end jeliverine orders used by some | 
leading wholesalers. 
9, Methods of loading out delivery trucks of produce wholesalers. 
10. How some wholesale grocers built better retailers. 
11. Improved methods of handling groceries in self-service retail 
stores. 
12. Economy and convenience of home freezers. 


A fourth general category of marketing research has to do with the collec- 
tion, analysis, and dissemination of market data, This work is based on the 
proposition that effective competition requires full knowledge on the part 
of buyers and sellers. The services designed to provide adequate 
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information are varied, including statistical services such as broiler 

-ehick hatchery reports, feeder cattle estimates, naval stores. reports, and 

.vegetable seeds production and stocks reports; research related to the: demand 
for. agricultural products, such as studies of consumer or. market preferences 
for: wool, cotten.and citrus products, frozen concentrated apple juice, and 
canvass: awning manufacturers; and market news’ studies such as the recently 
published report of en experiment with retail market news.. Other related 
studies in this field include such varied topics as eating places as 
marketers of food: products,.and peanuts and. their uses for food... 


Although these remarks are intended to suggest the. volume of marketing 
research results appearing currently that might be of interest to marketing 
extension workers, I. should like to emphasize the desirability of reviewing 
other literature that is available or becoming. available. My observation of 
discussions in this conference leads me to suggest that there are a number 
of books that would be very useful in getting a better understanding of the 
principles of marketing, Within the past few years several new agricultural 
marketing text books. have appeared, and currently the American Farm Economic 
Association is preparing a book of readings in agricultural marketing which 
.represents a selection of outstanding published contributions. I commend 
these. to your attention. kcal” 


Before closing, I should like to emphasize that the future need for marketing 
research and, for’effective marketing education is indeed great. Much atten- 
tion: today is. being given to the problems arising from the rapidly growing 
population and the prospective need for greater agricultural production to 
feed our Nation. It is‘well: to bear in mind that the pressures of increased 
population also incur marketing responsibilities. The job of getting more 
complete use of farm products in direct human consumption is largely a 
marketing problem that will involve the elimination of much waste and ~ 
spoilage of perishable products as they move through marketing channels 
and also the more effective processing and merchandising of by=products 
that can be recovered from farm products as they are delivered to: market 
by farmers.. For the public to realize the benefits of improvement in farm 
crop and livestock production, it will be necessary to avoid the dissipation 
of these improvements in the marketing system, It will be incumbent upon 
the marketers of farm products to adjust their operations to the’ new methods 
being adopted on the farms and.to devise improvements ‘within the marketing 
system that will contribute to better’ quality and lower prices for farm 
products as they reach the ultimate buyers. . ots 


